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Whitehall Test 
Job Won Kolynos 
for Tatham-Laird 


Agency Had Worked on 
New Brands Before Fatt’s 
Frankness Lost Dentifrice 


New York, Jan. 2—Whitehall 
Pharmacal Co. revealed Tatham- 
Laird as the “undercover” agency 
which has been working on a new 
consumer product today when it 
appointed the Chicago agency to 
handle its Kolynos toothpaste ad- 
vertising. 

When Arthur C. Fatt, president 
of Grey Advertising, on a New| 
York television interview, said he 
had used a dentifrice other than 
Kolynos that morning, Whitehall 
fired Grey (AA, Dec. 16). The 
company said then that Kolynos 
would go to a shop which had been 
working quietly with a Whitehall 
product not yet on the market. 

Ken Laird, president of the agen- 
cy, said it had been working on the 
unnamed product for three months. 
He described it as being in the 
pre-test market stage. 

Along with Kolynos, Tatham- 
Laird gets two other mystery prod- 
ucts which had been earmarked for 
Grey before Mr. Fatt’s interview. 
Mr. Laird said the two products 
were about in the same stage of 
development as the one T-L had 
been working on. 


8 Jim Fitzmorris is the new ac- 
count supervisor for Kolynos at 


(Continued on Page 72) 


$2,000,000 Ringlet ... 


FIRM REST—This b&w spread will be used to introduce anew Simmons | 

orthopedic type mattress in February issues of Look and The Sat- 

urday Evening Post and will run throughout the year in the maga- 
zines. 


Simmons Adds New Lines, Logo, Hikes Ad 
Budget to Bolster Sagging Mattress Sales 


New York, Jan. 2—To combat 
sagging sales, a problem not un- 
common these days in the furni- 
ture and bedding industry, Sim- 
mons Co. will embark on an ex- 
pansion and diversification pro- 
gram, backed by a record national 
advertising budget of more than 
$5,000,000 this year. 

The company has reported gross 
sales of approximately $128,000,000 
for the year ended Dec. 31, 1957, 
compared with $140,000,000 last 
year. 

Simmons, however, expects that 
its “sales in 1958 will be up from 
1957 to equal 1956 figures.” 

Grant G. Simmons, president, 
has announced the company will 
introduce a number of new prod- 


Pettersen Agency Gets Polk Bros.; 
Predicts Billings of $1,300,000 in ‘58 


Cuicaco, Jan. 2—Jack S. Petter-| 


pervisor of the Chicago office, will 


NEW BACCRE BY SIMMONS! 


sen opened his new agency today} be vp in charge of creative serv- 
at 185 N. Wabash Ave. with Polk | ices. Also on the staff are Tom El- 
Bros. and three other clients, as yet ‘rod and Ned Maxen, copywriters; 


unnamed, in the fold. 

Mr. Pettersen, who announced 
last week that he 
was leaving Ken- 
yon & Eckhardt— 
where he was vp 
and account su- 
pervisor on RCA- 
Whirlpool— 
to form his own 
shop (AA, Dec. 
30), said the new 
agency would bill 
about $1,300,000 
this year. Polk 
Bros., a local ap- 
pliance discount chain, will bill in 
excess of $1,000,000, he said. 

Although he declined to name 
his other clients, Mr. Pettersen told 
ADVERTISING AGE that one was an 
automobile accessory manufactur- 
er and another was a shoe manu- 
facturer and importer. He also de- 
clined to elaborate at all on a fourth 
client. 


Jack Pettersen 


= Jack Pettersen & Associates will 
be composed of seven people, in- 
cluding Mr. Pettersen, who will be 
president. Roberta L. Hess, who 
moved with Mr. Pettersen from 


K&E, where she was promotion su- 


Jim Piccardi, art director; James 
Cobbs, artist, and a secretary-book- 
keeper. 

All of the creative people for- 
merly worked in the Polk Bros. ad- 
vertising department, which has 
now been eliminated, Mr. Petter- 
sen said. This marks the first time 
that Polk Bros. has had an agency. 

Mr. Pettersen said his agency 
will stress merchandising activities 

(Continued on Page 72) 


FCC Sets Subliminal 


Demonstration Jan. 13 


WASHINGTON, Jan. 2—The Fed- 
eral Communications Commission 
announced today that Subliminal 
Projection Co., New York, will 
stage a closed circuit demonstra- 
tion of the subliminal projection 
technique here Jan. 13 for the 
benefit of the commission (AA, 
Dec. 23). 

The demonstration will utilize 
facilities of WTOP-TV. Members 
of Congress and the commission 
will attend an official demonstra- 
tion at 11 a.m., while members of 
the press will be invited to a sec- 
ond showing at noon. # 


Vel Bar Expected to 
Follow; Frey Resigns, 
Joins Ogilvy Agency 


New York, Jan. 3—Colgate- 
Palmolive Co. today awarded the 
$2,000,000-plus Halo Shampoo ac- 
count to D’Arcy Advertising, a new 
agency in the company’s stable. 

D’Arcy succeeds Carl S. Brown 
|Co., which resigned both Halo and 


Ayer Departure 
at Avisco Seen 
as Du Pont Bid 


mattress with a built-in bedboard! 


a prac - — 
4 BACK iy CARE, 


by SIMMONS § 


ucts in 1958 and will add two di- 
visions for the manufacture of 
juvenile furniture and a living 
room line, all to be marketed un- 
der a new trademark. 

The big promotional! item, a new 


orthopedic-type mattress—the Arndt, Preston; Says 
Back-Care mat- | 


at-| Shift ‘Frees’ Ayer 
tress—will be in-| 


troduced this| PHILADELPHIA, Jan. 2—Will 1958 
month, initially bring more Du Pont business to N. 
at the Interna-| W. Ayer & Son? 
tional Home Fur-| This was a hot speculation today 
nishings Market, im Philadelphia agency circles, aft- 
which opens in|¢r Ayer and American Viscose 
Chicago Jan. 6,|Corp. announced they would part 
The new juvenile | Company March 31. 
line will be ready in February, as} On that date, Avisco—a Phila- 
will the living room line, which is | delphia company—will move its ac- 
starting out in the contract, or in- | count to another Philadelphia agen- 
stitutional, market and later will |cy—Arndt, Preston, Chapin, Lamb 
be extended to the consumer field. | & Keen. 
Ayer has handled Avisco since 
| 1955. The account, at one time, was 
billing more than $1,000,000. In 
(Continued on Page 72) 


Pay TV, Net TV, 


wove 
? 


‘ eo 


% 


SIMMONS 


® The company is building a new 
plant in Munster, Ind., to go into 
production in 1958, and has ac-| 
quired additional manufacturing 
facilities in the Chicago area, to 
bring to 11 the number of domestic 
plants in operation, Mr. Simmons 
said. 

Following its customary policy 
of allocating most of the national 
ad budget to magazines, Simmons | 
has scheduled three major promo- | 
tions ior its two bellwether prod-! 
ucts, the Beautyrest mattress and 
Hide-A-Bed, and for the new) Copy Also Face Scrutiny 
Back-Care mattress. | - 

A drive for what it calls an “all-| Wasnrncton, Jan. 2—Toll tv and 
new Beautyrest” will break Feb. the uncertain outlook for business 

(Continued on Page 69) | are expected to provide some fresh 


Last Minute News Flashes 


Beirn Is Named President of LaRoche 

New York, Jan. 3—F. Kenneth Beirn, formerly president of Ruth- 
rauff & Ryan and senior vp of Erwin Wasey, Ruthrauff & Ryan, will 
join C. J. LaRoche & Co. as president. James D. Webb, now president 


Comparative Price Ads, 
Tranquilizer, Toothpaste 


of the agency, will become chairman of the board. Mr. LaRoche, who! 
has been chairman and treasurer, will continue as treasurer and now) 


American Viscose Names 


D'Arcy Wears Halo into 
Colgate’s Agency Stable 


Vel Beauty Bar Nov. 7 (AA, Nov. 
11, 57). Under the recent company 
reorganization, Halo is a product 
of the toilet articles division, while 
Vel is handled by the household 
products division. It is expected 
that Vel Beauty Bar will follow 
Halo isto D'Arcy. 


® Elsewhere in the company this 
week, Samuel Frey resigned as 
media manager of the household 
products division to join Ogilvy, 
|Benson & Mather as vp and direc- 
tor of media, reporting for work 
Jan. 13. 

And Richard Colgate, brand 
manager for the entire Palmolive 
men’s products, Cashmere Bou- 
quet and Veto lines, who is the eld- 
est son of the late Henry A. Col- 
gate, requested a six months’ leave 
of absence to settle affairs of his 
father’s estate. Former vp, secre- 
tary and director of the company, 
Henry Colgate died Oct. 16. 
| Mr. Frey has been at Colgate for 
the past four years and was media 
| director of the company before the 
reorganization, Prior to joining 
Colgate he was vp and media di- 
rector of Doherty, Clifford, Steers 
& Shenfield. His successor at Col- 
gate has not yet been named. 


@ In Mr. Colgate’s absence, Paul 
Byrne, assistant brand manager on 
Lustre-Creme, will supervise the 
Palmolive men’s and Cashmere 
Bouquet lines, while the Lustre- 
Creme products manager, Joe 
Deimling, will handle the Veto de- 
odorant line. These assignments 
are temporary, Colgate reports. 
The D’Arcy selection was made 
(Continued on Page 8) 


Postal Rate Hike 


Slated for Encores Before Congress 


talking points as Congress drifts 
back from its four-month recess. 

Committees handling such old 
favorites as postal rates and net- 
work domination of tv will resume 
from the point where they left off, 
while the Blatnik committee, which 
‘explored cigaret advertising last 
|summer, shows signs of broaden- 
jing its scope to include compara- 
|tive price advertising and adver- 
| tising for tranquilizers and tooth- 
| paste. 

Toll tv and the business outlook 
have taken on fresh urgency since 
| Congress pulled up stakes in Au- 
gust. 

With the Federal Communica- 
tions Commission planning to get 


becomes chairman of the executive committee. Mr. LaRoche and Mr. | to work on toll tv tests in another 


Beirn, longtime friends in the advertising business, also are brothers- 
in-law. Mr. Beirn went to R&R when the old Biow-Beirn-Toigo agen- 
cy, of which he also had been president, dissolved in 1956. 


Wausau Paper Mills Names Waldie & Briggs 
BrRoKAw, WIs., Jan. 3—Wausau Paper Mills Co., bond and offset 


printing paper manufacturer, has named Waldie & Briggs, Chicago, to 
handle its advertising. The account, which bills in the neighborhood of 


$100,000, formerly was handled by Raymond Heer & Associates, Chi- 
cago. 


(Additional News Flashes an Page 73) 


60 days, a powerful drive is shap- 
ing up for a resolution preventing 
the commission from authorizing 
any toll operations. 


s Broadcasters leading the fight 
against toll tv look to Rep. Oren 
|Harris (D., Ark.), chairman of the 
House committee on interstate and 
foreign commerce, to put over the 
“stop toll” bills. As an indication 
(Continued on Page 72) 
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O-Cel-O, Ivalon Gain as 
Sponges Go Synthetic 


Cellulose, Vinyl Vie 
in Sopping Up Market 
Once Owned by Porifera 


Cuicaco, Dec. 31—Those new 
synthetic sponges that have ap- 
peared on the market in recent 
years have proved themselves more 
absorbent than natural sponges in 
at least one important respect— 
soaking up the market. 

Like nylon hose, synthetic 
sponges are test tube products that 
have dramatically risen in a short 
span of years to displace—almost— 
a long established product of natu- 
ral origin. 

Only 20 years ago natural 
sponges held almost 100% of the 
household sponge market. The 
years of wartime sponge shortage, 
however, accelerated development 
(mostly in Europe) of a competi- 
tive inexpensive synthetic sponge 
made of cellulose. By 1947, when 


JWT Serves as 
Volunteer Agency 


for Chicago Fair 


CuicaGo, Dec. 31—With an ap- 
pointment made official today, J. 
Walter Thompson Co. will serve as 
the volunteer agency to help boost 
the summer 1959 Chicago Interna- 
tional Fair & Exposition. 

Chicago—preparing to pop as an 
international port with the open- 
ing of the St. Lawrence Seaway— 
plans big doings for the 1959 year. 
Besides the fair, the Pan-Amer- 
ican Games will be held here and 
the city expects to herald the jet 
age with direct overseas flights 
from O’Hare field. 

JWT’s worldwide network of of- 
fices will serve to promote Chicago 
as a world center of trade and 
transportation and will negotiate 
with manufacturers and exporters 
over the world to exhibit at the 
fair. 

The fair is sponsored by the Chi- 
cago Assn. of Commerce & Indus- 
try, headed by Richard Revnes as 
managing director. At JWT, John 
M. Willem and A. I. Cameron, vps, 
will serve as heads of major com- 
mittees in public relations and in- 
ternational marketing for the 


fair. + 


Einfeld Hits ‘Obsolete’ 


Other Media, Unconventional Slots in Dailies 


New York, Dec. 31—Twentieth 
Century-Fox Film Corp., unhappy 
with amusement page paid space, 
has embarked on a “motivational” 
advertising and publicity kick 
which will steer clear of tradition- 


|that the industry can no longer 


| time-worn methods of selling.” 
| 


S| advertising on Page 2, 


;\serving the purpose they once 


the natural sponge industry might 
have returned to normal, it found 
its market already deeply penetrat- 
ed by the synthetics, armed with 
an irresistible weapon—price tags 
60% to 80% lower than natural 
sponges. 


® The rise of the synthetics has 
continued swiftly—from about a 
50% share of the market ten years 
ago to about 75% five years ago 
and perhaps 85% to 90% today, 
according to estimates by David 
H. Wallace, executive secretary of 
(Continued on Page 41) 


Pennsylvania Hits 
Jersey Discounter 
With Blue Law Suit 


HARRISBURG, Dec. 31—Pennsyl- | 
vania, citing its 163-year-old law 
against business on Sunday, has 
undertaken to drive a retail dis- 
count chain out of the state. 

The state justice department, in 
a suit filed in the Dauphin County 
court, seeks an order enjoining the 
Lehigh County branch of Two 
Guys from Harrison Inc. from 
trading on Sunday. 

The suit also asks that the com- 
pany’s right to do business in 
Pennsylvania as a state-chartered 
corporation—even on weekdays— 
be forfeited. 


® The company has 20 days in 
which to reply to the injunction 
part of the double-barreled suit. 
No time limit was involved in the 
second part, but some sources said 
it seemed likely to lead to lengthy 
litigation. 

Besides the branch in Lehigh 
County, located in Whitehall Twp., 
near Allentown, the company has 
branches in several New Jersey 
markets. Its first store was opened 
about five years ago in the Newark 
suburb of Harrison. 

If the injunction is granted, any 
further violation of the ancient 
state law would draw a contempt 
of court citation. 

The chain’s branch at White- 
hall Twp. has been open for busi- 
ness the past few weeks despite 
local attempts to enforce the law. 
The store deals in home appliances 
and other items. + 


Movie Ads; Urges 


al movie space positioning. 

Charles Einfeld, vp in charge of 
advertising and publicity for the 
studio, said in Film Daily today 


reach its audience “through the 


He cited a new feature, “The 
Enemy Below,” which has been 
sports 
pages, women’s and comics pages 
of newspapers. Charles Schlaifer 
& Co., New York, is the agency. 

“The amusement pages are not 


served, due to lack of editorial 
space and poor positioning,” Mr. 


oe Bay os 
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qaiet cnet Ponnt ature 


MATED—These two ads are part of the eight-page, eight-advertiser 


promotion in Sports Afield Boating Annual and four other maritime 
publications. 


McGregor, 7 Other 
Advertisers Join in 
Magazine Campaign 


New York, Jan. 2—A luncheon 
ession between Albert L. Morse, 
ad director of McGregor-Doniger 
Inc., and R. K. Tilt, of Sports Afield 
Boating Annual, resulted in the 
clothing manufacturer bringing out 
a new line of Marien sports clothes. 
And the new “nautical gear’ line 
will figure shortly in a big tie-in 
magazine campaign. 
McGregor has persuaded seven 
other advertisers to share in an 
eight-consecutive-page four-color 
job in Boats, Yachting, Motor Boat- 
ing, Rudder and the new Sports 
Afield Boating Annual. Cooperat- 
ing with McGregor in the eight- 
page layout will be Evinrude out- 
board motors, Raytheon Mfg. Co., 
Trojan Boat Co., Electric Auto- 
Lite, Columbia Rope, Admiral Ra- 
dio and American Thermos. 
The eight-pager will appear first 
in the annual, which bows on 
newsstands Feb. 25. The- new 
Hearst magazine, which will have 
a distribution of 200,000 copies— 
all on newsstands—is getting $1,- 
000 a b&w page and $1,800 per 
four-color page. The magazine will 
be Life-size. Other magazines on 
the McGregor schedule appear on 
May 1. 


s Ads in the series will be tied 
together via panels at the top of 
each page carrying the legend, 
“Approved nautical mates.” Nor- 
man D. Waters & Associates han- 
dled the eight-pager, which fea- 
tures models sporting McGregor 
wear. 

Mr. Morse, who said the idea for 
a marine line of clothing grew out 
of a conversation with Mr. Tilt, 
added that the seven other adver- 
tisers also would benefit from dis- 
plays to be set up in “the top 2,500 
of McGregor’s 7,500” department 
store and apparel store accounts. 

“Advertising in the five boating 
magazines,” he said, “plus the 
thousands of store displays, plus 
the newspaper, radio and tv pub- 


licity on the special boat show ac- 
tivity, will create an unprecedented 
demand for the products of co- 
operating ‘nautical mates’ adver- 
tisers.” + 


Merchandising Execs 
Design Program for 
College Students 


New York, Dec. 31—The Mer- 
chandising Executives Club will 
initiate a program designe‘ to per- 
mit college students to learn “first 
hand” latest trends and thoughts 
in merchandising. 

The five-point plan _ includes 
making available each month sum- 
maries of MEC’s luncheon speak- 
ers’ presentations for classroom 
use. The group will also set up 
semi-annual seminars and offer 
employment guidance to students. 

Schools participating are St. 
John’s, Fordham, Columbia, Rut- 
gers and New York universities, 
City College of New York, and 
Adelphi, Hofstra and Pace colleges. 

A statement said the MEC will 
make available to marketing fac- 
ulties of colleges recommended 
merchandising business magazines 
and permit teachers to become ac- 
tive MEC members. # 


Liller, Neal & Battle Elects 
Lewis, Scofield Partners 

Liller, Neal & Battle, Atlanta, has 
elected Oscar S. Lewis, general of- 
fice manager, and Clay Scofield, 


Oscar S. Lewis 


Clay Scofield 


an account executive, partners in 
the agency. 

Mr. Lewis joined the agency in 
1950. Mr. Scofield has been with 


| Liller, Neal since 1949. 


always welcome aboard! 


mats 


|Einfeld was quoted by Film Daily. 
|He said one midwestern newspa- 
|per put free tv listings on the 
amusement page, a move he called 
|“‘a terrible disservice to the paid- 
| for advertising of the theaters.” 


8 Mr. Einfeld said motion pictures 
should “spend more on magazine 
and radio advertising. 

“Most people who buy a maga- 
zine look at every page, whereas 
this is not necessarily true of 
newspapers,” he said. 

He called radio “a marvelous 


THOMAS C. BURROWS, formerly cen- 
tral region sales manager of An- 


heuser-Busch, has been named 
general sales manager, brewery 
division, of the company. He suc- 
ceeds William Bien, who has been 


> Admiral, 1iE0MDs aD 


- 


SEA TV—In addition to Admiral, Thermos, Evinrude and McGregor, 
advertisers in this eight-page unit are Raytheon, Trojan Boat, Co- 


named vp-marketing. (Cantinued on Page 71) 


lumbia Rope and Electric Auto-Lite. 


Advertising Age, January 6, 1958 


Falstaff Sets 
Sunday Baseball 
Telecasts on CBS 


New York, Jan. 2—Some fast 
maneuvering by Dancer-Fitzger- 
ald-Sample has wrapped up the 
Sunday tv baseball rights of six 
major league teams despite the op- 
position of the minor leagues and 
the baseball commissioner. 
Dancer-Fitzgerald-Sample exe- 
cuted this fast base running on 
behalf of Falstaff Brewing Co. 
This sports-minded regional brew- 
ery last year claimed to have 
muscled into third place in total 
U. S. beer sales (AA, Dec. 16). 
Falstaff will sponsor half of each 
Sunday game in its territory, while 
continuing to back half of each 
Saturday game. 

Signed for the Sunday series 
despite protests from various 
sources, including some congress- 
men who are chronic worriers 
about what tv is doing to the minor 
leagues, are the Chicago White Sox, 
Cincinnati Redlegs, New York 
Yankees, Cleveland Indians, Phil- 
adelphia Phillies and the Balti- 
more Orioles. 


s These six teams, plus the St. 
Louis Cardinals, are set for the 
Saturday series. St. Louis and 
Baltimore will participate on a 
more limited scale than the others. 
Like the five-year-old Saturday 
series, the Sunday games will be 
blacked out completely within a 
50-mile radius of major league 
cities. And they will not be seen 
in minor league territory—again 
in a 50-mile radius—when the 
minor league team is playing at 
home. 

NBC-TV follows the same pat- 
tern in the Saturday games it pre- 
sented last year and plans to re- 
peat again this year. 

Falstaff’s co-sponsors for these 
Sunday series have not been 
signed. But the Saturday network 
lineup is set: Marlboro, a repeater 
from the 1957 season, will sponsor 
one-fourth and State Farm Mutual 
Automobile Insurance Co., a re- 
placement for American Safety 
Razor, will present the other 
fourth. The Falstaff half of the 
games are sold locally on a co-op 
basis outside Falstaff’s marketing 
area. 

William C. MacPhail, director of 
sports at CBS, revealed that the 
proposed Sunday game of the week 
will get less national coverage than 
the Saturday game of the week; ap- 
proximately 103 stations on Sun- 


= | days, compared with an average of 


159 on Saturdays. # 


Stolley Leaves 
Peck; Opens Agency 


New York, Jan. 2—Herman Stol- 
ley, who has been with Peck Ad- 
vertising Agency for the past 25 
years, started the New Year by 
opening his own agency, Stolley 
Advertising, 10 W. 33rd St. 

Mr. Stolley announced that his 
agency “will run the whole gamut 
of services, including merchandis- 
ing and public relations.” 

He said he is opening with five 
accounts but he declined to iden- 
tify them. They will be announced, 
he said, in another month. He also 
said that he eventually expects to 
employ 12 or 14 persons. # 


Rep Changes Name 

Conaway & Klaner, publishers’ 
representative, with offices in Los 
Angeles, San Francisco and Port- 
land, has changed its name to 
Conaway-Klaner-Vogler, effective 
Jan. 1. Lewis A. Vogler, who 
manages the San Francisco office, 
has been a partner with Laurence 
.B. Conaway and Fred Klaner Jr. 


since June, 1956. 
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_ Will Promote Trip 


STAR SALESMANSHIP—Commercials, Jack Paar style, 
have helped NBC-TV get “Tonight” back in the 


sponsor graove. The comedian and 


his female foil, have become quite adept at tv sales- 


Adman Sends Ike 
$500 to Start 
‘Self Tax’ Plan 


Boston, Dec. 31—Dan Puccio, 
president of Jordan Dennis Co., 
Boston agency, has announced he 
is sending a $500 check to Presi- 
dent Eisenhower to kick off his 
plan for all Americans to “tax 
yourselves before taxes.” 

Mr. Puccio, in outlining his plan, 
said: “If each and every one of 
us ... will join in this movement 
and let it snowball into the greatest 
voluntary fund ever raised, we may 
sooner see and feel the security 
we have temporarily lost.” 

“Because I believe that our won- 
derful President is now relentlessly 
giving his fullest measure of devo- 
tion to the people he loves and the 
land we live in,” Mr. Puccio stated, 
“and because we know that his 
every working moment is con- 
sumed in praying, planning and 
pursuing the most titanic task ever 
confronting a human being, I be- 
lieve that we, too, have a vital 
part in sharing with him all of the 
knowing and doing that has now 
been brought to bear upon us.” # 


Motorola's ‘58 Ads 


to Europe Contest 


Cuicaco, Dec. 31—As part of its 
promotional activity in the first 
half of 1958, Motorola Inc. will 
stage a national consumer contest, 


Dody Goodman, 


manship. Besides delivering live commercials or 
lead-ins for film inserts, Mr. Paar makes phone calls 
to distributors and helps whip up the sales force 
with kinescope visits or personal appearances. 


NBC-TV's Refurbished “Tonight 


Earns Dividends for 
‘Record’ Employes 


HACKENSACK, N.J., Dec. 31—The 
slogan, “Advertising pays,” has 
special meaning for the more than 
300 staffers of the Bergen Evening 
Record. 

Because the Record topped 17,- 
000,000 lines in advertising in 1957, 
publisher Donald G. Borg has an- 
nounced a 10% pay boost for all 
hands for 1958. 

The pay gain for Record em- 
ployes results from the paper’s 
profit-sharing program under 


Dew Named Breast 0’ Chicken Head; 
‘Tuna Packer Sets 
57 Ad Linage Mark 


‘Funnybone’ Push 


Drive Will Stress 
Packer’s Ownership of 
Its Own Fishing Fleet 


| San Dreco, Jan. 3—Breast O’ 
'Chicken Tuna Inc. starts the year 
with a clean sweep—a new presi- 
dent, advertising and sales direc- 
tor and advertising approach. 

George Dew has been elected 
president and Larry M. Kaner vp 
and advertising and sales director. 
The new ad campaign will stress 
|the company’s ownership of its 
‘own fleet of ships and will have 
|as a slogan, “Quicker off the clip- 
| per.” 

Mr. Dew has been with West- 


Prospers Again with Paar at Helm 
Guests Abet Comeback; 


industry sources considered the 
Paar show the network’s do-or-die 


which in 1958 each employe will |84te-California Tuna Canning Co., 
receive, in addition to his weekly |Parent company of Breast O 
pay, 110% additional as a salary |Chicken Tuna, since 1946. Most re- 
bonus. This will be increased on |CeMtly, he was president of Nation- 


which will give the winner a trip 
for two to the 1958 Brussels’ In- | 
ternational Exhibition. 


The company will invest $1,000,- 
000 in newspaper ads in 100 key) 
markets. To supplement the news- | 


Show Crosses Network 
Lines in Some Markets 


New York, Jan. 2—When Jack 
Paar was given the assignment of 


'resuscitating the “Tonight” show 


(NBC-TV) about five months ago, 
everybody in tv, advertising and 
show business was watching to see 
how he would fare. 

But the smart money boys—even 
those who were rabid fans of the 
offbeat comedian—probably 
wouldn’t have bet very much on his 
chances of success. 

Network tv’s only live late eve- 
ning program had been floundering 
ever since Steve Allen was re- 
deployed to concentrate on the 
Sunday 8 p.m., EST, battle for 
viewers. Mr. Allen’s “Tonight,” a 
best seller with advertisers in its 
most swinging days, was followed 
by a very expénsive flop called 
“Tonight: America After Dark,” 
which tried, among other things, 
to make showmen out of column- 
ists. 

When Jack Lescoulie, who head- 
ed this telecast for five months, 
fled back to the daylight hours and 
his old featured niche on “Today,” 
Al (Jazzbo) Collins, a dise jock- 
ey, took over the top spot on 
“America After Dark” for its last 
flickering month or so. 

“America After Dark” succeeded 
in getting rid of all the sponsors 
on the show and drove a number 
of NBC affiliates into the late 
movie camp. 


paper push, Motorola will launch | # Small wonder that Jack Paar 
a new direct mail campaign. A | got sympathy as well as congratu- 
series of four-page broadsides | lations when he was brought in to 
bearing the local dealer imprints | take over the new, new “Tonight” 
will be sent directly to consumers. | show. There he was with no spon- 
The newspaper ads and direct mail | sors and a restless station list, and 
pieces will promote the European |he was supposed to be bright and 
trip contest. entertaining for 90 network min- 
Motorola wili continue its “More | utes five nights a week—with the 
to Enjoy” series of ads in The Sat- |help of a sizable cast, of course. 
urday Evening Post. Leo Burnett | What’s more, the spark had to 
Co., Chicago, is the agency. # |come fast. NBC never said so, but 


FOR PARTIES—Rival Packing Co., Chicago, is using this 22-piece 

party service as its newest consumer premium. The set, with a retail 

price of $3.50 according to Rival, is offered for $1.50 with four 
Rival labels. 


effort at late evening live pro- 
gramming. If advertisers couldn’t 
be re-interested in time to make 
the programming worth while from 
a business point of view, it seemed 
certain that NBC would turn the 
time back to the stations. They in 
turn were sure to start rolling out 
the old films and thereby give 
stay-up-laters in most markets a 
choice of ancient movies or noth- 
ing. 


s Having set the comedian in his 
new role, the network saw to it 
that he got plenty of support both 
on and off the stage. Though the 
program is budgeted at a figure 
that makes it accessible to adver- 
tisers of modest means, the telecast 
proceeded to come up with a suc- 
cession of some of the most in- 
teresting guests in all of television. 

Some of these have been well- 
known performers, such as Jona- 
than Winters and Hans Conried; 
others—notably Dody Goodman— 
were practically brand new to vi- 


(Continued on Page 75) 


Food Chains Set 
$635,000,000 for 
‘58 Plant Expansion 


WASHINGTON, Dec. 31—Business 
was so good for national food 
chains in 1957—8% ahead of 1956 
—that operators plan to spend 
$635,000,000 during 1958 to build 
2,000 new supermarkets and re- 
model 1,700 old establishments. 

This active picture for the in- 
dustry was painted at year’s end 
by John A. Logan, president of the 
National Assn. of Food Chains. Mr. 
Logan based his prediction on a 
sampling of companies operating 
6,435 supermarkets and food stores 
doing a total annual business of 
$6.7 billion. 


@ Mr. Logan said that according 
to a year-end survey of the asso- 
ciation’s members, food chain op- 
erators expect a 5.3% rise in total 
|retail food sales in 1958 for stores 
|of all sizes and types. 

However, these operators also 
| predicted for their own companies 
an average total sales increase of 
12.6%. 

The $635,000,000 expected to be 
|spent during 1958, he said, does 
| not include money for new equip- 
|ment necessary to replace obsolete 
machinery, nor does it include the 
jamount many food chain companies 
| will spend for distribution centers 
and warehouses. + 


Towler Rejoins Magazine 

T. W. Towler, formerly an auto 
agency operator in Dover, N. J., 
has rejoined Town & Country’s 
New York advertising sales staff. 
Mr. Towler had worked for the 
|magazine in the same capacity from 
1935 to 1942. 


June 15 and Dec. 15 as new salary 
dividends are added. 

Under terms of the profit-shar- 
ing agreement with the employes, 
the newspaper provides a 10% 
weekly salary bonus for everyone 
for each 1,000,000 advertising lines 
sold above the 6,000,000-line base 
sold the previous year. The 1957 
total of more than 17,000,000 lines 
thus provides 110% for all of 
1958. # 


Women’s Magazines 
to Spearhead Mirro 
Aluminum Ad Drive 


MANTITowoc, Wis., Dec. 31—A 
major print campaign in women’s 
magazines will spearhead a first- 
half, 1958, ad campaign for Mirro 
Aluminum Co.’s aluminum kitch- 
en ware. 

Magazines on Mirro’s schedule 
are American Hame, Better Homes 
& Gardens, Bride’s Magazine, Farm 
Journal, Good Housekeeping, 
Household, Ladies’ Home Journal, 
McCall’s, Modern Bride and Par- 
ents’ Magazine. 

Extensive tie-in promotional ma- 
terial is being issued to Mirro 
retailers, including window and 
wall stickers and transparent ban- 
ners. 

Both the ads and the promotion 
materials stress Mirro’s major 
items, Mirro-Matic electric fry 
pans and percolators and Mirro’s 
copper-tone breadbox. + 


Hicks Merges with 
Howell & Young 


Livingstone Porter Hicks, De- 


troit, has merged with Howell &| 
Young Advertising Inc., Royal Oak, | 


Mich. The name will remain How- 
ell & Young, with offices at 4434 N. 
Woodward, Royal Oak. 


Ee . 
ee 


Footman 


Dew 


{al Marine Terminal Inc., operator 
of the Breast O’ Chicken fishing 
| fleet. 

Mr. Kaner, formerly in charge 
of market development for Sun 
Harbor Corp., has been with 
Breast O’ Chicken since Sun Har- 
bor merged with it in 1950 and has 
been sales manager since 1952. 


s Last May, James B. Lane re- 
signed as Breast O’ Chicken presi- 
dent to become president of the 
Barnes-Chase Co., California 
agency. The move set off specu- 
lation that the $1,000,000 tuna ac- 
count might leave Foote, Cone & 
Belding, to go back to Barnes- 
Chase, whence it came in 1952. 
But in July, Breast O’ Chicken 
named Guild, Bascom & Bonfigli, 
San Francisco. 

In August, Harold Requa, ad- 
vertising manager of Breast O’ 
Chicken and Westgate-California 
for 15 years, resigned the twin 
posts to join Foote, Cone & Beld- 
ing, in Los Angeles. Mr. Requa 
was named account executive on 
Sunkist. 

Mr. Dew, who was formerly 
chairman of a five-member oper- 
ating committee for Breast O’ 
Chicken and Westgate, succeeds 
Mr. Lane. Mr. Kaner succeeds Mr. 
Requa in the ad spot, with addi- 
tional responsibility for sales. 


® Advertising, handled by Guild, 
Bascom & Bonfigli, San Francisco, 
will be in a humorous vein. 

“The agency has come up with 
a new offbeat cartoon character— 
Oona O’ Tuna—who tells our story 
humorously and effectively,” Mr. 
Kaner said. “Instead of hitting our 
customer over the head with our 
sales pitch, we’re tickling her fun- 
|nybone to get her interested—and 
| to buy our product.” 

Oona O’ Tuna is now being used 
(Continued on Page 71) 
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NEW TEAM—Going over the new advertising strategy for Breast O’ 
Chicken Tuna are Robert Footman, vp and account supervisor, Guild, 
Bascom & Bonfigli; George Dew, president of the company, and 


Larry Kaner, vp and advertising and sales director, 
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TvB to Issue Net 
TV Ad Expenditures 
as Monthly Service OE oe ot 


New York, Jan. 3—The Televi- | minutes for each brand. 
sion Bureau of Advertising, which| 2. Total comniercial minutes for 
has been publishing quarterly re-| each brand. 
ports on spot television for more | 3. Number of commercials for 
than two years, will begin putting | each brand. 
out monthly releases covering net- | 
work tv advertising expenditures | ® As present plans now stand, the 
this year. | TvB’ s monthly release will be con- 
TvB will extract this data from fined to general activity for the 
the new tv network expenditure | most part except in the case of the 
reports to be compiled by Leading | top spenders. The monthly reports 
National Advertisers and Broad-| will cover: 
cast Advertisers Reports. The | 1. Gross time expenditures for 
LNA-BAR service was designed to| the industry, monthly and cumu- 
fili the vacuum created by the exit | latively. 
of Publishers Information Bureau| 2. Gross time expenditures for 
from the field, but it includes a| the top advertisers and top brands 
variety of new features. ;on network tv (as many as 50 
The LNA-BAR service, which | sponsors and brands at least, the 
has already been bought by sever-| bureau hopes). 
al major advertising agencies, will) 3. Number of brands using net- 
provide detailed data on the net- work tv. 


and brands. For example, in addi- 
jtion to dollar expenditures by 


commercial 


work tv use by specific companies! 


| brands there will be a breakdown | 


4. Gross billing by product ane 
sification. 

5. Total expenditures broken 
down into day and nighttime buys. 


Parke Davis Boosts Two 

Parke, Davis & Co., Detroit, has 
appointed Fred H. Thistlethwaite 
assistant director of sales and pro- 
motion. With the company since 
1929, Mr. Thistlethwaite formerly 
was sales coordinator for the com- 
pany. Parke, Davis also has named 
Nelson L. Yarbrough, formerly 
manager of the Atlanta branch, 
manager of U.S. sales operations | 
in Detroit. 


Hardt Named ‘Man of Year’ | 

Robert A. Hardt, vp of Hoffman- | 
La Roche Co., Nutley, N. J., has 
been named the retail drug field’s 
“Man of the Year 1957.” The 
award, given annually by Ameri- 
can Druggist, will be presented to} 
Mr. Hardt at the Jan. 9 luncheon 
meeting of the Pharmaceutical 
Advertising Club of New York. | 


No. 


IN TOTAL ADVERTISING 


newspaper. 


Tacoma, Washington 


e CHICAGO e¢ 
OS ANGELES 


PHILADELPHIA 
e¢ SAN FRANCISCO 


NEW YORK : 


Advertisers 


Choice 


in a 26-newspaper state 


TACOMA NEWS TRIBUNE RANKS 2nd 


In wealthy, expanding Washington State the 
Tacoma News Tribune is exceeded only by one news- 
paper in total advertising linage. The conclusion is 
clear: advertisers realize the Tacoma market is a 
major market in the Pacific Northwest, and that 
to make sales in this favored area they must use the 
Tacoma News Tribune in addition to a Seattle 


ACOMA NEWS TRIBUNE 


Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc. 
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Highlights of This Week's Issue 


Synthetic sponges have managed to soak 
up a big share of the sponge market 
which only 20 years ago was almost 
100% dominated by nature’s own prod- 
uct .. sasinmneiomnesannadll Page 2 


Pennsylvania invokes 163-year-old law 
against business on Sunday in attempt 
to keep discount chain—Two Guys from 
Harrison—from doing business on Sab- 
bath, and also seeks to drive the chain 
out of Pennsylvania completely ....Page 2 


. Walter Thompson Co, will serve as the 
volunteer agency for Chicago Interna- 
tional Fair & Exposition in 1959 herald- 
ing Chicago’s future role as a seaport 
after opening of the St. Lawrence Sea- 
y , sabia Page 2 


Motion picture advertising is obsolete, 20th 
Century-Fox’s Einfeld says. His company 
is steering clear of amusement page ad- 
vertising, seeking to use magazines and 
radio more ............. manined Page 2 


McGregor joins with seven others—Evin- 
rude, Raytheon, Trojan Boat, Electric 
Auto-Lite, Columbian Rope, Admiral and 
American Thermos—in eight consecutive 
page four-color ad _ boosting § sports 
theme ...... 


The Merchandising Executives Club of 
New York will initiate a program de- 
signed to permit college students to 
learn “first hand” latest trends in and 
thoughts in merchandising 


Falstaff Brewing wraps up Sunday tele- 
casts for six major league teams, 
despite protests of minor leagues’ base- 
ball commissioners, and some congress- 
men ... , Page 2 


| Herman Stolley, with Peck Advertising for 
25 years, opens his own agency, Stolley 
Advertising .. 


Boston agency man Dan Puccio sends 
President $500 to start ball rolling for 
his plan for all Americans to “‘tax your- 
selves before taxes” . Page 3 


Motorola sets consumer contest with Euro- 
pean trip to whip up activity for its 
products in 1958 


Jack Paar, after five months, has man- 
aged to refurbish NBC-TV's “Tonight” 
show, luring back sponsors and saving 
late-night tv viewers choice of watching 
old movies on tv or nothing Page 3 


Food chains wil! spend $635,000,000 for 
1958 plant expansion after a good 1957 
sales year, John A. Logan, president of 
the National Assn. of Food Chains, 
: 8 


Breast O’Chicken Tuna Inc. starts the year 
with new president, advertising and) 
sales director and advertising 
proach Page 3 

Advertising paid 
Record, Bergen, N. J., in 1957, that 
its 300 employes will enjoy a .10% 
bonus in addition to weekly pay dur- 
ing 1958 . atin’ - Page 3 


so well for Evening 


Mirro Aluminum sets major print cam- 
paign in women’s magazines to spear- 
head its ad campaign for aluminum 
kitchen ware in 1958 Page 3 


Industrial advertising budgets, on the 
whole, will be higher in 1958 than in 
1957, a National Industrial Advertisers 
Assn. survey indicates .......... 


Trading stamps are discounts, not price 
cutting, Oklahoma court rules; says 
Safeway stores can't cut prices to meet 
the competition of stores carrying the 
trading stamps 


Textile industry gets 10-point program to 
develop brand loyalty and fabric con- 
sciousness among consumers from Dr. 
Ernest Dichter, president of the Institute 
for Motivational Research ............Page 16 


Simoniz Co. plans biggest ad push for its 
vinyl floor wax in 1958 ever given any 
of its floor products. Campaign will be 
concentrated in print medium ....Page 28 


Background music helped revive fm 
1957, Federal Communications 
mission Chairman John 


in 

Com- 
Doerfer 
Page 28 


Essex Products, owned by Frank Sinatra, 
gets controling interest in three inde- 
pendent radio stations—KJR, Seattle; 
KXL, Portland, and KNEW, Spo- 


Look's eighth annual list of tv awards 
honored 15 programs, nine of which 
were repeaters from the 1956 list Page 40 


Tomorrow's industrial markets will not be 
single companies but complex industrial 
“systems,”" in which the work of many 
companies will be coordinated to pro- 
duce intricate new consumer products 
and services, Dr. Saxe Dobrin of North 
American Aviation says 


Triple spotting—injecting spot commer- 
cials between programs—cheats the 
sponsors, Eye & Ear Man says Page 46 


Newsprint on spot price basis drops to 
$118 per ton as advertising lin- 
age falls . 


Tv programs for children are overpriced. 
Ideal Toy Corp.'s director of advertising 
and public relations, Melvin Helitzer, 
ee 


Australian tv, now a year old, has been 
held back somewhat by the high cost of 


Narragansett Brewing Co. is ordered by 
court to stop advertising its large bottle 
as a “giant imperial quart” 


Honig-Cooper, built on debris of the San 
Francisco — gence celebrates its 50th 
anniversary cullansideibiiiaiuan Page 66 


“Snob appeal” helped boost Chrysler Im- 
perial sales 300%, Burton Durkee, direc- 
tor of advertising and sales promotion 
for the Chrysler division, reveals Page 68 
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In the current LOOK, three distinguished men propose 


‘THREE ROADS TO PEACE” 


Waiter Lippmann: “...treat Russia as rival but equal” 


wet Bie cake ca 


Paul Hoffman:“...set up a Supreme Council of Peace” 
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— ff Boom 
Bertrand Russell: “...form a new kind 


. What is the outlook for peace? What can we do to improve it? In the current issue of Look Magazine, 
foreign-affairs expert Walter Lippmann, industrialist Paul Hoffman and philosopher Bertrand Russell 
advance their bold new plans to prevent World War III. In Three Roads to Peace,.LLooK once again tells 
the exciting story of people . . . people whose thoughts, emotions and actions broaden our perspective of the 
world we live in. It’s this accent on people that helps explain why Look 
attracts 24,800,000 readers—one of the largest magazine audiences ever 
assembled . .. why LOOK, in 1957 vs. 1956, gained over a million circula- 
tion, and more advertising revenue than any other magazine in America. 
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This Week in Washington... 


Small Debt Load Worries Economists 


By Stanley E. Cohen 
Washington Editer 
WASHINGTON, Jan. 2—Only a few 
weeks ago, President Eisenhower 
wanted Americans to join a buyer’s|to go into debt. 
strike. Now the shoe is onthe other; If people fail to buy, we may 
foot. As 1958 opens, his economists|soon be in a debate over the dis- 
are uneasy because big ticket dur- tribution of buying power. Politi- 
ables manufacturers won't promise |«tans point to high levels of person- 
to do better than in 1957. jal income and the big spurt in 
Last year’s lag in consumer buy- | personal Saving in 1957. On the 
ing didn’t bother the money man- joer hand, labor unions, setting 
agers, because it reduced the pres- | the stage for new wage wars, claim 
sure on the tight money supply.|lower and medium income brackets 
Since then, money has become|need more money to spend. 


plentiful, so the money managers 
are noisily reducing the redis- 
count rate in the hope people will 
realize it is once again patriotic 


Recent studies by the Federal 
Reserve Board report that on an 
over-all basis, consumers improved 
their financial positions relatively 
more in 1957 than in 1956, incur- 
ring less debt and putting more 
money into bank accounts and se- 
curities. Nevertheless, the board 
noted that the amount of buying 
on credit lagged notably compared 
with cash transactions. It said re- 
cent reductions in employment and 
hours of work may have modified 
the outlook for some consumers, 
particularly since many families al- 
ready are carrying a substantial 
ome load. 

By late 1957, the board said, 
monthly repayments on instalment 
|contracts amounted to 13% of dis- 
posable income, compared with a 


prewar high of 10%. 

“It is estimated that in early 1957 
more than half of all families were 
making payments on instalment 
debts and that such payments fre- 
quently amounted to more than 
20% of their incomes,” the board 
said. 


Now that it is 


Start Listing 1958, better be 
the Expenses ‘Te your person- 
pS al bookkeeping 


meets the requirements of the tax 
collector. Under congressional 
pressure, he agreed to turn his 
head, so far as a complete account- 
ing of expense account transac- 
tions in 57 was concerned. But he 
{issued notice that the 1958 tax re- 
turn will have to include a com- 


KRON is TV in SF 


San Fruanciscaws aru sold con KRON-7V 


THE 
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plete explanation of all funds re- 
ceived from employers as reim- 
bursements for expenses incurred 
in the course of business. 

The tax collector will accept to- 
tal figures covering such items as 
local transportatian (taxi, bus), or 
travel away from home. But he will 
expect you to provide details in 
the event the amount is challenged, 
and he will insist on a complete 
breakdown if you claim a deduc- 
tion for automobile expenses. Get 
a copy af official Form 2106. It has 
space for each class of expense that 
must be justified. 


Now that official 
Census Finds Washington is 
Education Pays boning up on the 

problems of high- 
er education, the Census Bureau 
reminds us that Americans have 
been pretty busy dealing with the 
situation on an individual basis. 

A sample study carried out by 
the bureau in March showed that 
the U.S. now has 7,500,000 college 
graduates. This is an increase of 
2,000,000 since 1950. 

This trend toward more school- 
ing for young people is highlighted 
by a statistic which shows that 
one ir ten in the 25-34 age group is 
a college graduate, compared with 
one in 15 for persons 35 and over. 

Aside from the over-all satis- 
factions that come from higher ed- 
ucation, Census Bureau says edu- 
cation pays off in dollars and cents, 
no matter what occupational group 
the person picks. Among self- 
employed, for example, 53% of 
those who finished high school 
earned $6,000 or more compared 
with only 21% of those who failed 
to finish. Similarly, among clerical 
and sales workers, 37% of those 
who finished high school made 
more than $6,000, compared with 
only 10% of those with less than 
four years of high school. 


Justice Depart- 
Newsprint Gets™ent confirms 
Trust Scrutiny that FBI agents 

are combing over 
the records of the newsprint indus- 
try in search of proof for a price- 
fixing anti-trust case. 

Studies of simultaneous price 
movements in the newsprint indus- 
try have been under way in the 
anti-trust division for at least 18 
months, but officials caution there 
is no assurance the field probes 
will turn up sufficient proof to 
lead to indictments. 

The oft-investigated newsprint 
industry has escaped prosecutian 
in the past largely because most of 
the production is in Canada, where 
public officials take a more sympa- 
thetic view toward concerted ac- 
tion by competitors. 


Postmaster Gen- 
Summerfield’s eral Arthur Sum- 
Costs Probed merfield may be 

in for some rough 
moments in the near future, when 
he goes behind tne closed doors of 
the House appropriations commit- 
tee to justify his operating budget 
for the next fiscal year. 

When committee members tried 
to trim his funds last year, he 
forced the issue; even curtailed 
Saturday delivery until his funds 
were restored. 

For the past several months, 
however, the committee has had 
teams of expert investigators look- 
ing over Mr. Summerfield’s op- 
erations. When budget cuts are 
proposed this year, the committee 
may have enough ammunition so 
that it will be able to specify ex- 
actly where the cuts are to be 
made. # 


Lehn & Fink Boosts Goren 

Lehn & Fink Products Corp., 
New York, has promoted Emanuel 
Goren to manager of its Lehn & 
Fink division. Formerly advertis- 
ing-merchandising manager of the 
division, he succeeds O. Glen Ken- 
nedy, who is joining Miles Labor- 
atories, Elkhart, Ind., as vp in 


charge of corporate planning. 
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1958 will be a mighty busy year at the Post! 


- Sd 


How our Post family is growing — already 
past 5,600,000 circulation at publisher’s last 
count! (We expect to deliver an average week- 
ly bonus of half a million copies — 500,000 
during the first six months of 1958.) 

Then there are our advertisers — 187 new 
arrivals last year — more than that in 1958 
at the present rate. 

Advertising income’s bouncing, too. We’ve 


the Saturday Fvening 


A CURTISO MAGATINE 


RL OM M Sell the POST 


topped the $90,000,000 mark; and we'll bet- 
ter that this year. 

And you should hear us rattle off promo- 
tion plans! To mention one, the food indus- 
try (still busting its vest over the ’57 post- 
NARGUS Food Store Spectacular — $50 mil- 
lion sales. increase in 9 days) is planning a 
bigger blessed event for 1958. There are a 


dozen others — covering every field. 


You can pin it all to, Post readers, the 
Politz-proved Influentials. They talk about, 
recommend things they read in the Post. Their 
influence moves sideways—neighbor to neigh- 
bor, friend to friend — multiplying your sales 
force by millions. What’s more, the Post 
reaches Influentials on every income level. 

Expecting bigger things this year? Re- 
member, the Post produces. 


INFLUENTIALS—they tell the others! 
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At Lenith we are growing wear 
of inventing and introducin 
new, novel and different tele 
vision improvements —only ¢ 
see them imitated years ‘ate 
by competitors who boast tha 
they brought them to you o- b 
competition disguising wee 
in new jon 
and then claiming them ly 
advertising as new — as exclusive — as their inventions 


j 


ANTI-COMPETITIVE—In this b&w spread Zenith takes two unnamed 


competitars to task for “imitating” 


Zenith features and calling them 


new. 


Zenith Scorches GE, Westinghouse for Ads 
Saying ‘Copied’ TV Set Features Are New 


CuicaGo, Jan. 2—Zenith Radio 
Corp. is letting its competition 


know in no uncertain terms that it | 


resents being imitated. The vehicle 
for venting its spleen is a boldly 
headlined spread in the January 
Radio-Electronics. 

The headline says: “Let’s Take 
the Whiskers Off!” (An asterisked 
footnote below observes, “Whiskers 
are an old disguise to cover up the 
facts.”’) 

Then the copy tees off on Ze- 
nith’s peeve: “At Zenith we are 
growing weary of inventing and in- 


troducing new, novel and different | « 


television improvements—only to 
see them imitated years later by 
competitors who boast that they 
brought them to you or by compe- 
tition disguising their imitations in 
new terminology and then claiming 
them in advertising as new—as ex- 
clusive—as their inventions.” 


s Then copy documents the imita- 
tive sins of two major tv set mak- 
ers, which are never mentioned by 
name. However, they are General 
Electric and Westinghouse. 
Imitator No. 1—General Electric 
—according to Zenith, ran an ad in 
The Saturday Evening Post [Nov. 
23, 57], saying that its sets do not 
have to be fine tuned. “Big head- 
lines say: ‘Stop fiddling with fine 
tuning—now—brings you Elec- 
tronic Self Tuner.’ The ad contin- 
ues: ‘You just touch a button and 
the next channel comes on with a 
sharp-tuned picture... It’s auto- 
matic—for you pre-tune each chan- 


nel individually the day you get], 


your set.’ 

“Let’s take the whiskers off! 

“The fact is that Zenith has had 
pre-tuning—called Bull’s Eye Tun- 
ing—since the first Zenith Televi- 
sion Set ever marketed in 1948! 
Now it appears to be new because 
someone else thinks he has discov- 
ered it and starts using it. 


s “Imitator No. 1 further says in 
the same ad: ‘Now remote control 
is truly practical.’ And also says 
that its consoles ‘include remote 
control—at no extra cost.’ 

“Let’s take the whiskers off! 

“The fact is that what they are 
talking about is a ‘one-half’ imita- 
tion of Zenith’s ‘Lazy Bones’ re- 
mote control which Zenith put on 
the market in 1950, and which 
changes stations in either direction. 
The one being advertised current- 
ly by our imitator is merely a wired 
contraption that changes stations 
in one direction—it is as obsolete 
as the covered wagon, because now, 
Zenith’s Space Command Remote 
TV Tuning Control turns the set 
on and off, changes stations in ei- 
ther direction, and cuts off long 
annoying commercials while the 
picture remains on the screen. And, 
Space Command tuning uses no 
wires, no flashlights, no batteries. 


s “Imitator No. 2 [Westinghouse] 
says in an advertisement in Life 
magazine [Oct. 7, 57], ‘One touch 


changes channels and fine tunes 
picture and sound electronically!’ 
It says . . . ‘Even blindfolded, you 
get perfect tuning.’ 

“Let’s take the whiskers off! 
The whiskers on this one have a 
nine-year growth dating back to 
1948, when Zenith first introduced 
one-knob automatic station selec- 
tion. Zenith sets then, and now, are 
pretuned. 

“Imitator No. 2 also claims dis- 
covery of remote tv control. This 
same ad in Life magazine also 
claims: ‘First true remote control!’ 
. let’s you change channels and 
soften sound. . .’ ‘No wire stretch- 
ing to set!’ ‘No batteries!’ 

“What they don’t tell is that this 
gadget has to have wire running 
to the electric light line, and even 
then it will not turn the set ‘on’ and 
‘eff’ and will not completely mute 
the sound of long, annoying com- 


mercials while the picture remains | 


on the screen, as does Zenith Space 
Command Tuning. 


s “Let’s take the whiskers 
These whiskers’ sprouted 


off! 
seven 


years ago! In 1950 Zenith intro- 
duced as mentioned above, ‘Lazy 
Bones’ remote control and 


since that time Zenith researchers 
and engineers have worked to de- 


velop and introduce the one remote | 
tv control that obsoleted all others. | 


This is Zenith Space Command 
Television, introduced to the pub- 
lic in 1956. With Space Command 
Tuning you can tune tv from any- 
where in the room by ‘silent sound’ 
. without wires. cords, batteries, 
transistors or flashlights!” 

A box in the ad comments: 
“They say ‘imitation’ is the best 
form of flattery,’ but, do you blame 
us for getting weary of having 
competitors boast of, or claim as 
new, improvements which we in- 
vented and introduced, and have 
been supplying to the public for 
years?” 


‘Altoona Tribune’ 


Ceases Publication 


ALTOONA, PA., Jan. 2—The AIl- 
toona Tribune, a morning newspa- 
per, which has been publishing 
since 1856, went to press for the 
last time Dec. 31. 

A Page 1 statement announcing 
the paper was suspending with 
“extreme regret’ was signed by 
A. B. Crane, publisher, who 
blamed “constantly rising cost of 
production in labor and materials.” 

The Tribune had about 9,000 cir- 
culation in a community of about 
77,000. The Altoona Mirror, an aft- 
ernoon newspaper, has a circula- 
tion of about 33,000. = 


Sales Club Elects Swertfager 

Walter W. Swertfager, Sinclair 
Refining Co. sales promotion of- 
ficial, has been elected president of 
the Young Executives in Sales 
Club, New York. 


Stop hddling with hne tuning 
now General Elecune brings you 


Electr onic Self Tuner 
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CULPRITS—These are the two ads Zenith mentions in its ad. The GE 
ad—imitator No. 1—appeared in the Post, and the Westinghouse ad 
in Life. 


D‘Arcy Wears 
Halo into Colgate 
Agency Stable 


(Continued from Page 1) 
from among three finalists; the 
others were Geyer Advertising and 
Fletcher D. Richards Inc. (AA, 
Dec. 16). 

While not naming the finalists. 
C. Guy Grace, vp of the toilet arti- 
cles division, said, “Final selection 
was particularly difficult when the 
field had been narrowed down to 
three. The tremendous thought 
that each had obviously contrib- 
uted was most impressive. 

“We have been major advertis- 
ers for so many years,” he went on, 
“and we feel we know quite a bit 
about it. 

“But the impact of the constant 
advances made by the advertising 
profession is best felt when one has 
the opportunity to be on the re- 
ceiving end of intelligent presenta- 
tions such as those we have seen 
and heard.” 


® Colgate’s agency roster, besides 
D’Arcy, includes eight others: Ted 
Bates & Co.; Lennen & Newell; Bry- 
an Houston Inc.; Street & Finney; 
Cunningham & Walsh; Norman, 
Craig & Kummel and Charles W. 
Hoyt Co., all in New York, and 
John W. Shaw Advertising, Chi- 
cago. + 


Toronto Papers Now 
Carry Liquor Ads 
Printed in the U.S. 


Toronto, Jan. 2—The liquor 
control board of Ontario has not 
put any pressure on distillers or 
brewers—or their 
agencies—to prevent beer or liquor 
advertising in sections of Toronto 
newspapers printed outside the 
province of Ontario. 

So Chief Liquor Commissioner 
William Collings said last week as 
the weekly Globe & Mail hit the 
street with full-page, color adver- 
tisements for Carling and O’Keefe 
beers in the magazine section, 
which is printed in the U.S. 

Concurrently with the appear- 
ance of the liquor ads in the Globe, 
the Telegram announced that it 
would print its four-coler, weekly 
T-V Guide in Buffalo, so that it 
may accept beer or liquor adver- 
tising, starting with the issue of 
Feb. 1. 


@ The Globe and the Telegram de- 
cisions to accept liquor advertising 
were announced as the board was 
discussing this type of advertising. 
As yet “the board has made no de- 
cision as to what it may do if the 
newspapers carry such ads, print- 
ed outside the province,” it said. 
The board refused to comment 
on the legality of such advertising, 


advertising: 


advertising agencies just what the 
advertising could say. 


® Beer and liquor advertising to- 
day floods into Ontario in US. 
publications, and in publications 
formerly printed in Ontario but 
now printed in Quebec. In addition, 
border television stations in the 
U.S. have been bombarding south- 
ern Ontario with liquor advertis- 
ing. Among such telecasts is a 
Sunday football game sponsored 
by a Canadian brewery through a 
US. affiliate. + 


Lyon Agency Hit 
in Bankruptcy Plea 
by Media Group 


New York, Jan. 3—A schedule 
for S. Duane Lyon Inc., New York 
agency, showing assets of $4,173 
and liabilities of $54,112, will be 
filed in court early next week. 

While Louis Stone, the court- 
appointed assignee for the agency, 
has been at work on the agency’s 
assets and liabilities, a small group 
of creditors, acting independently, 
this week filed an involuntary pe- 
tition in bankruptcy against Lyon. 

They are Popular Science Pub- 
lishing Co., with a claim of $189; 
Chilton Co., with a claim of $700, 
and Henry Holt & Co., claiming 
$94. 

The agency was assigned for the 
benefit of creditors last August. 
Since then, S. Duane Lyon, presi- 
dent and treasurer, has joined Wil- 
liam von Zehle & Co. as an ac- 
count executive. Some of the for- 
mer agency’s accounts have made 
the move with Mr. Lyon. He de- 
clined to name them, however. 


s Of the $54,000 in claims against 
the agency, $4,906 are priority 
claims, $2,050 are secured, and 
$47,155 are general claims. 

The largest creditor, according to 
Mr. Stone, is Station WOR, with 
a claim of about $12,000. Among 
the creditors with claims over $1,- 
000 are the New York Times, Mir- 
ror and Post and Interior Design. + 


Swan-Finch, Doeskin Owner, 
Files to Reorganize 

Swan-Finch Oil Corp., New 
York, holding company controlling 
Doeskin Products Inc. and several 
other corporations, has filed a vol- 
untary petition to effect a corporate 
reorganization under chapter 10 of 
the bankruptcy act. Last week 
(AA, Dec. 30) Doeskin appointed 
Weiss & Geller its new agency, and 
other executive changes were 
made. The bankruptcy petition was 
filed in southern district court on 
Jan. 2. 


Gaylor Buys Treat 


Albro C. Gaylor, who resigned 
last October as president and pub- 
lisher of La Hacienda after 36 
years with the export publication, 
has become the owner-president of 
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WEBB Joins Protest 
in Baltimore; Judge 
Asks Merger of Suits 


BALTIMORE, Dec. 31—Circuit 
court Judge Joseph L. Ca ter called 
on the attorneys representing the 
14 groups of complainants against 
the city’s advertising tax ordinanc- 
es, to meet Jan. 10 and consolidate 
their cases. 

The conference is designed to 
expedite the trial hearing by en- 
abling the plaintiffs to work out 
agreed stipulations of fact that will 
lessen the necessity of producing 
prolonged and repetitious testimo- 
ny. A trial date also may be set at 
this time. 


® Meanwhile, 1360 Broadcasting 
Co., operator of WEBB, joined in 
the suits against the 6% ad tax, 
which went into effect Jan. 1. The 
radio station’s attorney, William 
Taft Feldman, cited, in addition to 
grounds already mentioned in pri- 
or suits, the argument that the tax 
ordinances grant the treasurer and 
other city employes an unfettered 
and non-standardized power to 
make rules and regulations and to 
create definitions under the tax 
laws, which is too broad and un- 
limited a delegation of power to be 
legally valid. + 


Wilson, Haight Lays 
That Colt Down; Rifle 
Account Is Periled 


HARTFORD, Jan. 2—Colt’s Patent 
Fire Arms Co. has switched from 
Wilson, Haight, Welch & Grover, 
New York and Hartford, to Burke 
Dowling Adams Inc., New York, 
because re-entry into the long gun 
field created conflicting interests 
for WHW&G. 

Colt’s told ADVERTISING AGE the 
company is now in direct compe- 
tition with O. F. Mossberg & Sons, 
New Haven sporting guns manu- 
facturer. Colt’s recently marketed 
two types of rifles and plans to 
manufacture shotguns in the near 
future. The switch was effective 
yesterday. 

When Colt’s became a client of 
WHW8&G about a year ago, there 
were no plans to make long guns; 
Colt’s last marketed a long gun 
some 80 years ago and has con- 
centrated until recently on hand 
weapons. + 


Arvold Rejoins BBDO 
as Executive in Los Angeles 

Don Arvold will join the execu- 
tive staff of Batten, Barton, Dur- 
stine & Osborn, Los Angeles, on 
Feb. 1. He joins the agency from 
Carnation Co., where he has been 
general advertis- 
ing manager of 
the pet foods, ce- 
reals and feed di- 
vision. Mr. Ar- 
vold first joined 
BBDO in 1938 in 
the Minneapolis 
office. He re- : 
joined the agency f i 
in Los Angeles in 
1946 after a peri- 
od in the Federal 
Bureau of Inves- 
tigation and the U. S. Naval Re- 
serve. 

He also has been an account 
supervisor and assistant manager 
of the Sao Paulo office of J. Wal- 
ter Thompson Co. 


Don Arvold 


National Boosts Haislup 

Rex Haislup, formerly head gro- 
cery buyer for the Detroit branch 
of National Tea Co., has been 
named sales and advertising man- 
ager of the branch. J. B. Ross, who 
had been sales and advertising 
manager, becomes branch produce 
merchandiser. The changes are 


E. B. Treat & Co., New York, pub- | part of National’s periodic realign- 
lisher of Archives of Pediatrics,;ment of top level branch execu- 


but admitted it had discussed with 75-year-old monthly. 
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Public Service... 
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for safe driving @ 


IN SUPPORT OF THE NATIONAL SAFETY 
COUNCIL'S TRAFFIC SAFETY PROGRAM 


LY SERVICE OF OUTDOOR ADVERTISING 
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Advertising 


Year ’round, throughout the nation, space for messages like 
the one shown above, is contributed in the public interest by 
local Outdoor Advertising plant operators. 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE GUTDOOR MEDIUM 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
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Men who spend most of their waking hours be- 


P4 neath the chassis of a car—or behind the glass 
: a 4 window of a showroom—have little time for media 
: uw of general interest, be they the printed page or 
= it” the broadcast word. 
{ . % ae” For theirs is a very particular world—a world ded- 
ee icated to supplying a restless America with cars 


and seeing that those cars keep rolling. 


How would you reach these men, speak to them, 
persuade them? Certainly one way would be 
through the pages of their favorite magazine, 
Motor—edited by people who would rather hear 
an engine sing than the whole Metropolitan Opera. 


Traveling America’s highways... 


More than 60,000,000 cars and trucks are travel- 
ing America’s highways this year. And they’re 
complicated vehicles, too. You can imagine the 
immense service problems involved—and so can 
the editors of Motor. 


That’s why so much of their time is spent behind 
the wheel of a car (or exploring beneath the hood) 


J 
(pool 


DOCTOR IN LO 


WISCRCODINE 
VE ‘ 


key to America on wheels ! 


... visiting repair shops...checking, watching and 
absorbing...to get the material that helps their 
readers serve America on wheels dependably. 


And it’s why Motor today is not only at the head 
of the automotive publication field, but is among 
the top business publications of the nation. 


Key men—Key markets 


Hearst representatives—like those who represent 
Motor —are key men in the publication field —be- 
cause each speaks for a magazine keyed to its 
readers, not spread abroad. These key men talk 
specifics, not generalities. They speak primarily 
of interests as the key to circulation. 


And Hearst markets are key markets—because 
they are based not on charts or figures, but on the 
personal, intense enthusiasms of particular con- 
sumer groups. 


If you want to be “at home” with these people— 
whether they service cars or set the trend in wo- 
men’s fashions—let Hearst Editorial Insight be 
the key to their attention. 


HEARST | MAGAZINES 


10 keys to the special 


interests of 10 groups of people 
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The Editorial Viewpoint .. . 


No Sneak Punches, Please 


If the past few months are any criterion, the advertising business 
can prepare itself for a new brew of trouble in 1958 from money- 
hungry lawmakers, indignant scenery lovers, and assorted frightened 
people of all kinds. (And let’s not forget that in our society, a larger 
and larger group makes its living and its reputation by being first to 
sound the newest alarum.) 

To members of the quarter-century club in advertising, the hue and 
cry about advertising and its horrendous ways will sound strangely 
like what they heard in the days of “the consumer movement” of the 
early and middle thirties, when advertising was being vigorously and 
relentlessly excoriated for “forcing people to buy things they don’t 
need and can’t afford.” 

There are a couple of startling differences, however. The first is that 
the last time Advertising starred in the ill-fated role of Favorite De- 
mon, there seemed considerable reason to believe that its luster had 
worn thin—dquite obviously, if advertising in the middle thirties was 
“forcing people to buy things they don’t need and can’t afford,” it was 
doing so at a pace so leisurely that the American economy might 
never catch up with itself. In contrast, no one seems really now to 
doubt advertising’s ability to help keep the wheels of industry moving. 

At that time, too, advertising was being kicked around for its 
boisterousness, its brashness, its invasion of the privacy of the home, 
its incessant shouting, et cetera. But this time, Lord love us, advertis- 
ing is being given the old heave-ho in song and story because of its 
sneaky, hidden, insidious and imperceptible persuasive methods. What 
really scares us now, we learn, is not the advertising that beats our 
eardrums to a pulp or gives us stabbing pains behind the eyes, but 
that hidden persuasiveness we neither see nor hear, but which diabol- 
ically attacks our will power and turns us into puppets, robbed of our 
free will and our spare cash, minus even that last forlorn refuge of 
the slave and the serf—the stubborn inner conviction that his master 
is a louse. 

Well, this we absolutely refuse to stand for. The advertising busi- 
ness can probably take reasonably good care of itself in anything re- 
sembling a sensible argument about its value and validity as an eco- 
nomic instrument; but this hidden persuasiveness and subliminal stuff 
is a dirty sneak punch. 

By definition, advertising is open avowal of a position; there is 
nothing hidden or subliminal about it. What makes advertising ad- 
vertising is some identifiable person or group trying to get you—and 
you, and you—to do something or buy something which will please or 
benefit the advertiser. This advertiser may exercise all the wiles he 
can lay his hands on to get you to do what he would like to have you 
do, but he’s still right out there in the open, making his pitch—not 
hiding under a bush or a subliminal perception cloud. 

“Hidden persuaders” don’t use advertising; people who don’t want 
their identities known don’t use advertising. Certainly, advertisers try 
to “manipulate” people, just the way every person is always trying to 
“manipulate” one or more other people to do something; but adver- 
tisers are always there to be seen and heard and counted. They are 
not hiding behind the scenes or behind someone's skirts. 

Certainly advertisers are persuaders; that’s what advertising is— 
the art of mass persuasion. But not hidden persuasion; in advertising 
the art is performed right out in center stage, for all the world to see, 
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—Henrietta Kieser, Bozell & Jacobs, Omaha. 
“But he wasn’t even looking at your legs when he asked if you’d 
noticed the split-run.” 


and with the performers clearly identified. If the people who are do- 
ing the persuading are hidden, then by definition they are not “ad- 


| vertising.” And however nefarious or beneficial their activities may 


be, they are not advertising activities, and advertising should not be 
| blamed for them. 


A Tribute to Reynolds 


What seems to us like one of the most outstanding marketing feats 
of the past several years has gone largely unnoticed in marketing cir- 
cles. 

We are referring to the fact that R. J. Reynolds Tobacco Co. has 
managed to emerge from the most fiercely competitive cigaret wars 


of the recent past with its brands in top position in all categories: 


Camel continues as the top-selling regular cigaret; Winston is well 


| out in front among the filters; and Salem tops the menthol filters. In 


view of the fierceness of the competition and the hectic marketing sit- 


| uation, this is indeed an achievement. 


It is also worth noting that ali three brands are advertised by a 


| single agency—William Esty Co. We cite this not to indicate that Esty | 


is better at cigaret advertising than other agencies, but rather to make 
the point that in this case at least, a single agency manages to handle 
competitive brands within the same corporate family, and do pretty 


| well by all of them. 
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What They're Saying... 


The Cost of It 


tant forces upholding the Ameri- 


Advertising Age 
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Huge sums are spent in maga- 
zine advertising, but they cost the 
consumer only a fraction of the 
price he pays for an article. The 
| advertising of oranges costs the 
|consumer about one-quarter of a 
|cent for each dozen he buys... Na- 
|tional advertising costs less than 
the linings in an advertised pair of 
men’s shoes, about as much as the 
wrappings they came in for a pair 
of nylons. 


can economy. 


—Donald M. Hobart, senior vp and 
research director, Curtis Publishing 
Co., at Advertising Club of New York, 
Dec. 16. 


No Standstill tor Packaging 
Packaging will never come to a 
standstill. It will always be on the 
march toward more practical, more 
convenient, and more attractive 
sizes and/or shapes. Even though a 
package reaches that ideal state 
... One automobile made for one where improvement is no longer 
person would cost upward of $50,- | possible, it 
000. Advertising, and mostly mag-|merely to attract new considera- 
azine advertising, has made it pos- | tion, 
sible for the average priced auto- —“90 Years Ago in the Flame,” a de- 
mobile to be within the reach of partment of Phoenix Flame, published 
many American families. On a me- by Phoenix Metal Cap Co., Chicago. 
|dium priced car the cost of the ad- 
'vertising amounts to about as 
much as the purchaser would pay| Why doesn’t somebody start gift 
‘extra for white sidewall tires. packaging things like hardware, 
... Advertising, it has been | kitchen accessories, baby clothes, 
pointed out, in one way or another|and similar supermarket items? 
upholds the jobs of perhaps 15,- |The average person gives between 
000,000 workers in this country. |40 and 50 gifts a year. Imaginative 


It Takes Imagination 


The living of these workers and retailers have been doing a big | 


their families, a total of perhaps|business on jeweled and mink- 
| 50,000,000 people, stems from ad- trimmed can openers! 

vertising. All of this makes adver- | 
tising, and particularly magazine | 
advertising, one of the most impor- | 


—Nargus Reports to Retailers 
NARGUS Bulletin, published by the 
National Assn. of Retail Grocers of the 
US., Chicago. 


Advertising Age, January 6, 1958 


| Rough Proofs 


The highly publicized All-Amer- 
icans on the East team in the 
Shrine game in San Francisco Dec. 
28 forgot to send their newspaper 


| clippings to the unadvertised play- 


ers on the West squad. 
* 


Gerber’s suit against Beech-Nut 
indicates that a manufacturer likes 
to have the customers take the 
stock off his dealers’ shelves, but 
not if the customer is a competitor. 


The best salesman, says Charles 
B. Roth, is an ambivert, who “com- 


would be changed) 


bines the inturned brooding of the 


| introvert with the out-going, com- 


| pany-seeking disposition of the ex- 
| 


trovert.” 

Purchasing agents can supply 
enough inward brooding to waiting 
salesmen to turn most of them into 
introverts. 
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Be nice to your competitors, says 
Family Weekly, which mentioned 
American Weekly, Parade and This 
Week in its ad and even repro- 
duced their covers along with its 
own. 


| Jim Woolf, the sage of Santa Fe, 
says the No. 1 responsibility of the 
advertising agency is admaking. 
But when the sales curve turns 
down, the client is likely to want 
a lot more. 
. 


Good Housekeeping was compli- 
mented recently by a couple of 
Bronx appliance manufacturers, 
who featured its seal in their ad- 
vertising. 

Only trouble was that their prod- 
ucts had never been approved by 
Good House. 


The address is the thing, accord- 
ing to an advertising manager 
looking for a secretary, who ad- 
vertised, “New executive offices in 
the 50s on Park Ave.” 


A publisher looking for a sales- 
man talks about “little competition, 
large commission.” The catch is 
that he must be able to operate 
without a drawing account. 


A young woman looking for a 
production job shows what might 
be called restrained enthusiasm by 
assuring prospective employers, 
“Not afraid of a sensible work 
load.” 

. 


Anheuser-Busch says it regained 
the No. 1 spot in the brewing in- 
dustry in 1957, and it would have 
been equally delighted if its Car- 
dinals had done as well in the Na- 
tional League pennant race. 


Harry Truman, who suspects that 
the agency has worked with the 
Republicans, says BBDO stands for 
“bunko, bull, deceit and obfusca- 
tion.” 

That “obfuscation” is hardly in 
the Truman “give-’em-hell” tradi- 
tion. 
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Those rugged he-men types who 
‘dominate the cigaret ads aren’t 
| supposed to discourage enthusiastic 
acceptance by the so-called gentler 
sex. 
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All market data from “THE FAMILIES OF THE DELAWARE VALLEY,” a study conducted for The Inquirer by Alderson & Sessions. —_ 


ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


The Philadelphia Inquirer is first in national advertising, 
retail advertising, classified advertising, and total advertising. 
_Among the reasons for The Inquirer’s consistent standing 


as Philadelphia’s FIRST newspaper are the following: 


Daily Inquirer families have the capacity to buy...51% of all 


Daily Inquirer families have incomes of *5,000 or more annually. 


Daily Inquirer families have the need to buy more... 76% of 


—_ “ 


all Daily Inquirer families own their own homes. 


ABEEE 


Daily Inquirer families have shown proof of their ability to buy 


.-- 42% of all Daily Inquirer families own automobiles. 


DELAWARE VALLEY, U.S.A.— 


Che Philadelphia nquiver | |Z 


Good Mornings begin with The Inquirer ... home of 5,200,000 people 
. and Philadelphia is the hub. 


CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 


Andover 3-6270 Woodward 5-7260 Sarfield 1-7946 Dunkirk 5-3557 
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Industrial Ad 
Budgets to Rise 
in ‘58: Freeman 


New York, Dec. 31—A majority 
of industrial advertising budgets 
will be higher in 1958 than in 1957, 
a survey by National Industrial 
Advertisers Assn. indicates. 

John C. Freeman, president of | 
NIAA, in releasing the prediction, | 
pointed out that “although budgets | 
will be up, they will be spent care- | 
fully, and the emphasis will be on 
greater efficiency and effective- 
ness. Fewer publications will be 
used, but larger-space ads will try 
for harder impact,” he said. 

Several other findings from a 
sampling of 100 members of the as- 
sociation’s roster were pointed out 
by Mr. Freeman. Indications are, 
he said, that there will be an ex- 
panded use of market research by 
industrial advertisers, and also 
greater use of product publicity, 
readership studies, corporate pub- 
lic relations and managemeni 


Figenwald Joins Lee-Stockman 
as Radio-TV Exec VP 

E. Louis Figenwald has joined 
Lee-Stockman, New York agency, 
as exec vp in charge of radio and 
television. Mr. Figenwald brought 
with him several accounts. He had 
been a director of Allen Christo- 


pher Co. until the agency closed) 


shop several months ago. 

Most of the accounts added to the 
Lee-Stockman list by Mr. Figen- 
wald formerly were with Allen 


Christopher Co: Among them are! 


jand White House 
| mail 


Advertising Age, January 6, 1958 


Anderson Pharmacal Co., Brother;monthly newsletter to be distrib-| tions. They include Films for Tel- 
Sewing Machine Corp. and Atlas/uted to institutional food whole-|evision; Network Rates & Data; 
Sewing Machine Co. Mr. Figenwald | salers in the U. S. Called “Insti-| Spot Television Rates & Data; 
said he also brought with him/|tutions Food Distributors’ Mer- | Transportation Advertising Rates & 
House & Garden Specialties, pre-|chandiser,” the newsletter will|Data; ABC Weekly Newspaper 
viously with Parker Advertising,| feature food merchandising news| Rates & Data, and Canadian Media 
Co., a record|from food manufacturers selling| Rates & Data. 

order company previously the mass feeding, mass housing in- 
with Victor & Richards. | stitutions market. 


‘Institutions’ Starts Six Added to ABP moted from advertising manager to 
Monthly Newsletter | Six Standard Rate & Data Serv-|vp in charge of advertising by 

Beginning in January, Snastte- | ioe publications have been added|Hoffman Publications, New York 
tions, Chicago, will publish a/to Associated Business Publica- | trade magazine publisher. 


_Hoftman Boosts Preyss 
Leonard Preyss has been pro- 


| 


The newsgathering service 


training, in that order. 


| 
® “Should a slight decrease in sales | 
volume occur, it will not result in | 
a decrease in ad spending in most | 
cases,” Mr. Freeman said. “This | 
reflects confidence on the part of | 
management in prospects for the 
coming year and the confidence 
that exists in the effectiveness of 
advertising. 
“We in the industrial field feel 
any business uneasiness first,” he 


said, “because we are responsible | 


for selling the capital goods that 


= 
-— 


produce the consumer end-prod- | 


ucts. 

“About half the dollar volume of 
sales in the U.S. is in the industrial 
field,” Mr. Freeman pointed out. 
“So far we have felt little un- 


easiness, but we have encountered | 


a solid determination to increase 
the results of advertising.” = 


S-H Completes Survey 
Scripps-Howard Newspapers has 

compiled its 11th annual survey of 

grocery product distribution in 


Scripps-Howard markets. The sur- | 


vey covers 77 classifications of 
merchandise found in stores 
shows the percentages of distribu- 
tion of thousands of products by 


brand names. 


ONLY the RECORD 


a 


d 


COVER 


Spending power? Here 
it is in Meriden-Walling- 
ford, where industrial 
payrolls exceed $77 mil- 
lion yearly. No Hartford 
or New Haven ABC news- 
paper has more than 500 
circulation in this rich 
market of nearly 100,- 
000. But The Record and 
Journal give you 97% 
coverage. 


The Mexidon 
RECORD and JOURNAL 


Meriden * Connecticut 


Notional Representotives: 
Giman, Nico. & RutHman 


JOURNAL 


Meriden + Wallingford, Conn. 


and | 


..- ACB will 
capture, 
tabulate and 
deliver all 
advertising 
you specify 
appearing in 
daily/Sunday 


newspapers 


Any ad that runs in any 
newspaper is important 
business news to many 
men in distant cities. 
And it’s ACB’s job to 
supply such news. 


It’s big news to a manufacturer when his 

dealers in Tallahassee or Walla Walla or 

Oshkosh use his mats and push his line; and 
~ this ACB can tell him! 


It is news—essential news—when retail stores 
drop a manufac- 
turer’s advertising 
and push his com- 
petitor’s brands. 
The trade papers he 
reads will not report it but, this ACB can 
tell him! 


The news wire services will never hum with 
the fact that the ; 
Abilene Emporium is 
running a close-out 

sale on Domestic Art 
housedresses. But it 
is ““scoop news’’ to a 


certain salesman who is working Nebraska 
this week, and this ACB can tell him! 


The newscasters will never tell him but it’s 
news to a salesmanager when the Tulsa 
branch first shows signs of an alarming drop 
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Oklahoma Court Rules Against Safeway . In upholding the lower court|not amount to, nor will it sustain,| Blvd., Hollywood. NTA also has 
Says Stamps Are Discount, Not Price Slash decision, the supreme court said: |a charge of price cutting.” moved its New York offices to 


“We are of the opinion that this} The court held that the use of| larger quarters in Coliseum Tower, 
OKLAHOMA Cliry, Dec. 31—Safe- | The Oklahoma law, passed in|injunction granted by the trial | stamps amounted to a cash discount/ 10 Columbus Circle. 
way Stores has been barred by the | 1949, requires a mark-up of 6% court against Safeway was proper,|rather than a price reduction. + | 
Oklahoma supreme court from /|above the cost to the retailer, in- because under our statute the ap- Hamilton to Vogue Service 
cutting prices below the statutory | cluding freight and taxes. propriate remedy was by injunc-| NTA Boosts Rodgers | Isabel Hamilton, formerly pro- 
limit to meet competition from gro- | |tion and not by retaliation or re-| Pete Rodgers, a sales executive motion manager a the pattern di- 
cery stores giving trading stamps.|® Safeway had contended that oth- | taliatory action, such as was prac-| with Nationa! Telefilm Associates vision of McCall Corp., has been 
The decision, handed down Dec.|er merchants, by giving trading|ticed by Safeway. since 1955, has been named to the | appointed promotion manager of 
24, received little notice in news-|stamps, had, in effect, reduced their| “We conclude that the weight of |mew post of sales manager of the | the Vogue Pattern Service, a divi- 
papers because of the Christmas|prices below that statutory re-|law distinctly shows that the prac-| West Coast division of the tv film | ? 
holidays. quirement. It then reduced prices | tice of giving trading stamps in | distributor-producer. His 


beca''se it did not give stamps. |the usual customary manner does, quarters will be at 3721 Sunset 


sion of Conde Nast Inc., New York, 
head- | effective Jan. 6. She had been with 
McCall Corp. 11 years. 


Sclater Named Promotion Head 


Ran Sclater, formerly promotion 
and merchandising manager of 
Outdoor Advertising Inc., New 
York, has joined American Ma- 
chinist as promotion manager. He 


|succeeds Louis Wiegand, who has 
| resigned. 
Groves-Keen Moves 
Groves-Keen, Atlanta agency, 
has moved to larger quarters at 157 
Cain St., N. W. 
y TO TURN RANDOM 
| 
TUNERS INTO 


VETERAN VIEWERS 


in retail advertising 

. support; or that the 
competition is plaster- 
ing the area with 


ance is not being used . . . when retail stores 
bend or break his co-op contract. . . this, 
ACB can tell him! 


— 


nationally released ads. 

And it’s news to the 

Omaha Division Manager when Colorado 

merchants do not support his new salesman 
{ with ads. All these things, ACB can 
tell him! 


It’s news to an advertising manager when 
competition is testing out new copy slants; 
or pilot runs on new products .. . when sub- 

Gah stitutes are invading 
. his market . .. when 


work ... when un- 
——4 \—# authorized vendors 
enter ... when name or trademark infringe- 
ment appears... when retailers give him 
gratis advertising ... when his co-op allow- 


; 


price-cutters are at - 


In all this newsgath- 
ering, ACB charges 
are reasonable. Cover- 
age can be from as 
little as one month 

in one city on up to 
continuous nation- 
wide coverage with 
never a change in basic rates. There are a 
dozen choices of coverage, such as: by sales 
territories; by cities of a certain size; by 
price of product; etc. 


Full information on 
ACB’s 14 Services in 

our 48-page catalog 

sent on request, or 
contact our nearest office. 


ADVERTISING CHECKING BUREAU, 


New York (16) 79 Madison Ave. ¢ Chicago (3) 18 S. Michigan Ave. © Columbus (15) 
20 South Third St. © Memphis (3) 161 Jefferson Ave. © San Francisco (5) 5) First St. 


i ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER d 


Now —in many markets—three 
great adventure-action series 
combined into one great 5-day- 
a-week show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market’s availability. 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N.Y. 22 © PLaza 5.2100 
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Advertising Age, January 6, 1958 


IN 1958. ARMED FORCES FAMILIES =o Use Emotional Appeals to Instill Cloth 
STATIONED IN EUROPE WILL SPEND Brand Loyalty, Fabric Awareness: Dichter 


fa — ay ) ML | New York, Dec. 31—Dr. Ernest|Pont and Owens-Corning Fiber- 
’ oO : ’ ; "=P | Dichter, president of the Institute|glas are well known. But that’s 
1 ? ’ ] j : 


16 


for Motivational Research, has pro- | about where the story ends.” 
vided the textile industry with a 
| 10-point program to develop brand! Dr. Dichter proposed a “thera- 
loyalty and fabric-consciousness| peutic” program such as the fol- 
among consumers. lowing: 

Speaking to the textile group of} 1. “Create a personal relation- 
the Assn. of National Advertisers,|ship. Feature advertising appeals 
Dr. Dichter said the clothes Amer-|on the level of warm, personal, in- 
icans wear are “made of fabrics| timate contact with the textile. . .” 
|which are invisible psychological-| 2. “Create meaningful associa- 
ly” because consumers have “al-|tions.’”’ Each textile “has a pewer 
|/most no knowledge of the value,|and a symbolic value.” 
the grade and the quality of the! 3. “Resolve the misery of choice.” 
fabrics.” |Consumers are confronted with a 

The textile industry “commands |“profusion of products” and ads 
less brand loyalty for its products | should help them out “by explain- 
‘than exists in almost any other |ing frankly what the fabric can and 
_area of consumer purchasing,” he | cannot do.” 


. H -. ARMY TIMES PUBLISHING CO. 2020 -™ St, N.W. Washington 6, D.C. stated. “The consumer may con-| 4. “Match the thrill of the buy- 
_ The American — Mw. Weshingten $, 


, ‘ sciousl urchase a Cannon sheet |ing experience.” Advertisers must 
itp nin a puget es ere Saas Renee, Meets, ‘ lor a aaa tweed coat. The house- ‘transmit “all the emotional quali- 

WEEK END a has et Se Se foe ea ne be |wife may buy Dan River fabric. | ties of the buying act.” } 

Pn oe eet ede pee And certainly such names as Du|_ 5: “Provide moral permission.” 

Reluctance to purchase “is often 
based on fear” and it is up to the 
industry “to answer these fears 
with positive psychological reasons 
for change.” 
| 6. “Appeals to personality types. 
| The industry can do much to break 
negative stereotypes, such as: ‘I’m 
allergic to wool’.” Accent the posi- 
itive: “The man who only likes 
|silk shirts, the woman who insists 
lon cotton, etc.” 
| 4. “The genetic approach: edu- 
‘eating the child. Children today 
learn about cooking, sewing, home 
repairs. But how much do they 
packed full | know about fabrics and what is the 
of everything industry doing to help them learn?” 

| 8 “Appeals to men and women. 
that CHILDREN |\Tastes are changing in America 
love to see ! and the textile industry must be 
aware of the growing interest men 
have in their wardrobes, and of the 
fashion trends among women.” 

9. “Fill unsatisfied needs. Tex- 
tile advertising must reach new 
consumer groupings in recognition 
of changing cultural needs.” 

10. “The industry must make 
news. It must exploit its own prog- 
ress,” particularly in the consumer 
| press where there are sections on 
fashion, cooking and furniture, but 


“none” on textiles. + 


ROSOLVE—NOW—TO MARKET YOUR PRODUCT 
OVERSEAS THROUGH THE AMERICAN WEEKEND 


WEEKEND is the fact and feature-packed “Sunday 
Newspaper” for servicemen and dependents in Europe— 
and the major family medium in a $300,000,000 market of 
more than half a million Americans. You can reach this 
rich resource of retail volume—without export “red tape”’ 
—through the PX and Commissary system, and you can 
sell service families through the concentrated coverage-in- 
depth of the American-edited American WEEKEND. 


Write for the new military market information book — 
“MASS SELLING AND SAMPLING TO MILLIONS” 


Uncle Mike’s 


CHILDREN’S 
THEATRE 


5:15 to 5:55 pm 
Monday through Friday 


Mergenthaler to Stay in N.Y. 

Mergenthaler Linotype Co., 
which announced in November it 
would move its plant next summer 
after more than 50 years in Brook- 
lyn, N.Y., has decided to stay with- 
in 50 miles of New York City. The 
|}company has announced that its 
_ Matrix operation will stay at the 
|present Brooklyn location along 
with executive, sales and research 
divisions, but that its Linotype- 
|Davidson unit will be moved to a 
site not yet selected somewhere on 
| Long Island. 


WBEN-TV’'s 40 MINUTE HOUR! 


Western New York's younger folks find Uncle Mike's 
CHILDREN’S THEATRE Buffalo's fullest forty-minutes 
of television. Results prove this to be so. 


For the multi-voiced, many faceted Mike Mearian has 
captured a loyal and large following in his web of 
whimsy every weekday on Channel 4. Children love his 
many characterizations; his puppet friends, Buttons, 
Bows and Monk; and the daily cliff-hanging episode of 
“Ramar of the Jungle” that Uncle Mike features on 
every show. 


Kolburne Adds Three 

Workman TV Inc., Teaneck, N.J., 
and two New York companies, 
Filmfax Productions and Tri Art 
|Color Corp., have named Russell 
Kolburne Inc., New York, to han- 
dle their advertising. All three ad- 
vertised directly previously. Work- 
man manufactures electronic 
specialties; Filmfax produces film- 
| strips and slides; Tri Art operates 
a film laboratory. 


Products that have found this a fertile field to cultivate 

include chocolate milk fortifiers, breakfast cereals, can- 

5 dies, hobby sets, children’s clothes and shoes and desserts. 

" CHILDREN’S THEATRE was recently extended to add 

more fun for the youngsters. It also adds more spot- 

time for sponsors who want to win little friends and 
influence little people. 


HARRINGTON, RIGHTER & PARSONS — our 
national representatives — or our sales department will 
be happy to fill you in on the facts and figures. 


WBEN-TV 


CBS IN BUFFALO 
YOUR DOLLARS COUNT FOR MORE ON CHANNEL 


Dean 
does 
at! 
é See page 70 
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agazine 


all the flexible nd saturation coverage | 
of a great newspaper... plus 
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Pharmaceutical Ad Club Elects |cal Advertising Club of New York.| White Laboratories, vp; Edward 

Arthur C. Emelin, general man-| Other officers elected are Wilbur|W. Whitney, ad director, Pfizer 
ager of the J. B. Roerig division of |M. Monday, sales promotion man- | Laboratories, treasurer; and John 
Chas. Pfizer & Co., has been elect- lager, Roche Laborateries, vp;|W. Eckman, vp, Thomas Leeming 
ed president of the Pharmaceuti-|George B. Rooney, ad manager, |& Co., secretary. Thomas P. Lewis, 
exec vp of Walker Laboratories, 
was named president-elect. 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright —accusing your 
Agency, Client or personnel. SO 


EMPLOYERS a Oe Re 
eikkila Joins Maitlan 
REINSURANCE M. Adolph Heikkila has been 


CORPORATION |named assistant director of indus- 
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iNew York, 107 William St 


effectively, inexpensively. |agency in New York. 


Advertising Age, January 6, 1958 


More Stations, Not Abolition of 
Option Time, Can Cure TV Ills: Petry 


New YorK, Jan. 3—The tv net- 
werks have acquired some support 
from an unexpected source. 

Edward Petry, head of the radio- | “Because of the importance of 
;tv representative which bears his 
h ; Pome tees | trial advertising of Vic Maitland &| name, said, in a statement released 
— have our unique Excess INSUR- 


tack” that could “hobble, if not 
destroy, the keystone of our great 
broadcasting system. 


| [the] network-station relationship, 
Fi am very concerned with recent 


. > iNew | Associates, Pittsburgh. He former-| this week, that he was speaking up| developments in Washington,” he 
ANCE, to cushion the claim — sn nee 79'S Mela ly operated his own industrial) because the networks have been | said. “Specifically I refer to the re- 


subjected to “an unwarranted at-| port of the network study staff of 
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You can sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
H ’ h th (000) (000) 
ere s OW e Total Retail Sales 2,247,897 1,999,804 4,247,701 
Cl ] d M k t Retail Food Sales 549,318 484,163 ‘1,033,481 
eve an ar e Retail Drug Sales 85,930 55,457 141,387 
ll 4 Automotive 382,082 390,920 773,002 
se Ss Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
billion dollars (Source, Sales Management Survey of Buying Power, May 10, 1957) 


*Akron, Canton and Youngstown’s Counties are not included in above Sales. 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network, 


the FCC, identified as the Barrow 
report.” 

| Mr. Petry said he agreed with 
some parts of the report but that 
he disagreed completely with the 
|report’s conclusion that ‘network 
practices have served to restrain 
competition between network and 
|national spot advertising and to 
| place station representatives, pro- 
| gram suppliers and advertisers us- 
|ing national spot at a competitive 
disadvantage.” 


s The representative said the lack 
of competitive tv stations in major 
markets, more than any other sin- 
|gle factor, has restricted competi- 
tion. 

“As the FCC has permitted addi- 
tional stations to commence oper- 
|ating, we have witnessed all the 
|healthy aspects of vigorous Amer- 
ican competition come into play,” 
|he continued. 
| “The development of a third 
|inajor tv network and independent 
|sources of programming are far 
greater safeguards against undue 
restriction of competition than any 
| government fiat. Although the al- 
| location problem is far from solved, 
| enough new stations have com- 
|menced operations for us already 
to note the effects of strenuous 
|}ecompetition for the advertiser’s 
dollar.” 

Noting that a major subject in 
the Barrow report is “its attack 
on network option time,” Mr. Petry 
said an “undesirable restriction of 
network option time would do a 
‘disservice to every person in the 
country now enjoying the wonders 
of television. .. 


s “A strong station schedule with 
the proper allocation of time for 
network programs is the most val- 
uable thing we have to sell to the 
national spot advertiser. I submit 
that the stations themselves recog- 
nize the importance of network 
option time in the maintenance of 
strong networks to help them serve 
|the public interest in their com- 
munities. . . 
“I have no quarrel with the Bar- 
|row~ conclusions that there are 
| some present network practices 
that can, and should, be corrected. 
But to cut the heart out of this vital 
network service is quite another 
| thing,” Mr. Petry said. # 


Avis Philbrook Opens Shop 


| Avis Philbrook, formerly an ac- 
jcount executive with Marvin 
Young Associates, has opened her 
lown Hollywood, Cal., office to han- 
dle Schweppes advertising for 
|Marshall Duffield Corp. She will 
represent Ogilvy, Benson & Mather, 
New York, for the Southern Cali- 
\fornia portion of the Schweppes 
| budget. Address is Avis Philbrook 
| Associates, 6505 Barton Ave., Hol- 
| lywood. 
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or 


ith the slackening of new home construction, the 

entire shelter industry must tap—for the first time 

—the full potential of the home improvement 
market, which the Home Improvement Council says 
totals more than $2014 billion. 


In 1958, the all-out home improvement drive—with 
massive support from manufacturers, magazines, news- 
papers and trade associations—will stimulate tremendous 
interest in home improvement and modernization. The 
campaign gives the entire shelter industry an unprece- 
dented opportunity. 


Focal point of the promotion is the national $125,000 
“How’s Your Home” contest, starting January 1, 1958. 
More than 20 million entry forms for the contest will be 
distributed by national magazines and industry. The 
hundreds of thousands of home owners who enter the 
contest will be required to detail the specific home im- 
provements they need. 


R. L. Polk & Co. has been selected to administer and 
judge this contest. Names of contestants will be available 
to members of the Home Improvement Council exclusively, 
for circulating direct mail advertising through R. L. Polk 
& Co. to these entrants, according to their specific product 
and service needs. 


To take full advantage of this history-making home 
improvement campaign, firms in the shelter industry first 


“The Home Improvement Council will do a job that no one company or trade associ- 
ation can do alone. It will sell the whole idea of home improvement and moderniza- 
tion to the consumer. It will stimulate the whole market at the customer level. By team- 
ing up in this one big effort, we will make all our individual activities more pro- 
ductive and more profitable. The objective of HIC is to cause more people to spend 
more money on home improvement, so that each of us will enjoy increased sales.”’ 


Fed CWeeht— 


Chairman, Home Improvement Council 
General Retail, Merchandise and Sales Manager 
Sears, Roebuck and Co. 


should apply for membership in the Home Improvement 
Council, a permanent organization of leading manufac- 
turers and dealers in products for the home; contractors, 
builders and lending institutions. For full details, please 
contact Don Moore, Executive Director, Home Improve- 
ment Council, 2 East 54th Street, New York 22, New York. 


Agencymen: 


If you have clients in the shelter industry and are 
not yet fully informed of this program, we suggest 
you get complete information from Don Moore, 
Executive Director, Home Improvement Council, 
2 East 54th Street, New York 22, New York. 


™ Se 
sl 


Mave LM & CG, 
publishers 
431 Howard Street e Detroit 31, Michigan 


CHICAGO * CLEVELAND *« NEW YORK * PHILADELPHIA « ST. LOUIS + TRENTON 
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“| Must Know Trends As They Develop!” 


says C. Claude Watkins, Vice President, Director of Purchases, 
General Box Company 


‘With plants across the nation, local supply is of criti- 
cal importance to the success of our company. Hurricanes, 
floods, forest fires and other localized events affect price 
and supply trends everywhere. The same is true of foreign 
events. Like purchasing men throughout industry, I need 
trend-making information to plan advanced purchasing 
operations. Presently this information is not available in 
one regular source. We need significant local, national 
and international trends in one publication. And, we need 


it on our desks in time to put it to work.” 


Your Product Information 
Is Reported Promptly! 


Every week of the year, PURCHASING WEEK keeps your 
prime prospects up-to-date on your product developments, 
literature and prices. It reports the trends and trend- 
making factors of greatest interest to purchasing men: 
price and supply, new materials and products, news affect- 


ing purchasing, Washington and the world, current busi- 
2 | £ MY 


ness economics, ‘how-to’ feature stories—and more. 


Purchasing Week Delivers the Facts 
that Make Trends! 


17 full-time editors report and interpret the news as it 
breaks. Backing them are the world-wide news services 
of McGraw-Hill... 550 industrial-reporters on domestic 
and foreign assignments, the editorial staffs of 35 other 
McGraw-Hill magazines, the Department of Economics 
and other McGraw-Hill services. These are trend-gather- 


ing facilities unmatched by any other source. 


Places Your Messages on Prospects’ Desks— 
in Time to be Usable! 


Your sales messages on the pages of PURCHASING WEEK 
concentrate on a pre-sold audience of men-who-buy in your 
markets. Your advertising in PURCHASING WEEK is... 
calling every week on the man your salesman 
must contact. 


space units of advertising. 


and industry. 


@ A10'\" x 14'," type page on coated stock, accepting standard 


@ First issue: Monday, January 6, 1958. 
@ Initial distribution: 25,000 purchasing executives in business 


For full details on rates, mechanical requirements, and 
an early issue, contact your McGraw-Hill office. 


Purchasing Week 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 


McGraw-Hill Publishing Company, Inc., 330 West 42nd St., New York 36, N. Y. 
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...tn Boston 


(1st 10 months, 1957) 


*Larger daily figure for each newspaper plus Sunday 


ONE contract delivers the BIG BU 


Retailers know where the money is 


2,500,000 lines leadership* 


over the second paper ra 


in Boston 


Boston’s Basic Buy 


The BOSTON HERALD-TRAVELE 2. 


Represented nationally by GEORGE A. McDEVITT Co., Inc., NEW YORK * CHICAGO 
PHILADELPHIA * DETROIT * LOS ANGELES 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla. 
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Smith Is One of , Secondly, few if any of the con- 

|cern’s signs are engraved in stone. 
‘We the People’ As for stationery and literature, he 
as Beane Resigns 


‘said, the current supply will be 
New York, Jan. 2—Merrill| 


jallowed to run out before it’s 
changed. 
Lynch, Pierce, Fenner & Beane, 8 Mr. Smith was born in South 
largest U.S. brokerage house, is| Hadley Falls, Mass., in 1893, grad- 
changing its name, which has been | uated from Amherst College and 
a popular gag topic for jokesters| joined MLPF&B 41 years ago as a 
for many years. Effective March 1,)/Trunner, at $7 a week. He served 
it will become Merrill Lynch,|in the Army during World War I, 
Pierce, Fenner & Smith. This sub-|rejoined the company as a stock 
stitutes the name of Winthrop H. | Salesman and subsequently became 
Smith, directing partner, for that of director partner. 
Alpheus C. Beane, a partner for| The house acquired its lengthy 
16 years, who is retiring Feb. 28. | designation as the result of several 
Mr. Smith, who started with the consolidations in 1940 and 1941. 
brokerage house in 1917, became a | First, Merrill Lynch, an investment 
directing partner in 1956 on the|>@nking concern, was joined with 


‘death of Charles E. Merrill, a co- le. A. Pierce, a wire house, and later 


yeoman on ‘with Cassatt & Co. The following 
A spokesman for the concern said | year this group was joined by Fen- 
that the name change would re- | 26F & Beane, a commodity house. 
| quire very little of the sign-chang- The brokerage house is credited 
ing which characterized several big | with being the largest advertiser in 
|bank mergers a few years ago. In| its category. It invested about $1,- 
‘the first place, he said, “Smith” | eesine eiaeen tee eee 
: iat : maga sing. s - 
‘and “Beane” are the same length. | es with about $600,000 in 1941. 


Following the death of Mr. Mer- 

rill in 1956, ApveRTISING AGE in an 
|editorial (Nov. 19, 56), noted that 
\the brokerage house had spent 
more than $17,000,000 on advertis- 
ing and sales promotion since the 
| early ’40s—“by far the biggest 
jschedule in Wali St.” 
| 
sin addition, it was noted, 
MLPF&B published the first an- 
nual report ever released by a ma- 
jor brokerage house, and it had 
done a great deal “to take the mys- 
tery out of finance and to take 
Wall St. to Main St.” 

Last April, the partnership re- 
ported gross income during fiscal 
57 of $83,497,000 compared with 
$81,973,000 in fiscal °56. Net in- 
come after taxes and charitable 


donations was $4,514,000, com- 
pared with $4,555,000 the preceding 
fiscal year. 


The brokerage house’s advertis- 
ing agency for many years has been 
Albert Frank-Guenther Law. Ad- 
vertising is concentrated in 200 
newspapers and 50 magazines. But 
the concern also issues vast quanti- 
ties of direct mail literature and 
investment information. + 


Mutual Seeks 7 FM Stations 
Mutual Broadcasting System, 
New York, has announced its in- 
tention of buying or filing for the 
full federal limit of seven fm sta- 
tions. The network has already 
filed for an unassigned fm license 
in San Francisco. Paul Roberts, 
Mutual president and a former fm 
station representative, wants the 
stations to improve Mutual’s serv- 
ice in key areas. He predicts a re- 
surgence of fm broadcasting. 


Volck Joins Huleteld 

Arthur W. Volck has joined 
Frank Hulefeld Associates, Cin- 
cinnati, advertising and packaging 
art service. Mr. Volck formerly 
was advertising manager for Av- 
co’s Crosley government produc- 
tion division. 


Allen-Klapp Adds One 

Allen-Klapp Co. has been ap- 
pointed national advertising repre- 
sentative for the News, Greenville, 
Mich. 
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M. E. Winteregg 
Indianapolis 


Binghamton 


G. A. Katz 
Louisville 


General Office 
New York 


B. R. Daley, Jr. 
Jacksonville 


R. E. Clinton 
Kansas City 


Meet the members of the GOA Network of National Sales Representatives 


These are the men who sell, service and help 
merchandise for you at the local level... . 
the “SALES LEVEL.” 


Located in every branch of General Out- 
door Advertising Company, these ‘‘Pros’’ 
add hundreds of hours to your own sales 


efforts, helping with your specific local 
merchandising objectives. 


Go First Class . . . put this extra effort and 
unity into your Outdoor campaign. 


Just call your General Outdoor Advertising 
Company office, or write to us in Chicago. 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 


C. A. Guyot, Jr. 
St. Louis 


F. J. Ruck, Jr. 
Sioux City 


J. E. Cheatham 
Oklahoma City 


IN 1600 MARKETS 


=0 G\O)A\ 


GO FIRST CLASS 
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NOW!...A NEW DISCOUNT 


In The South Bend Tribune 


Sunday Magazine 


Franklin D. Schurs — Editor and Publisher 


Pulse Tests New Technique 


Pulse Inc., New York, research 
organization, has completed a test 
study, made in the Boston market, 
of a new rating technique to be 
incorporated in future monthly 
Telepulse reports. Using a base of 


Now advertisers can enjoy a 22% discount in completely covering one 
of the Nation's richest markets. When you run a minimum schedule of 
thirteen ‘2 pages (or the equivalent lineage, 6500 lines, with fewer in- | four consecutive weeks (few) of 
sertions) in the South Bend (Ind.) Tribune Sunday Magazine, you may | field research surveying each time 
earn an additional 17% discount by running a schedule of comparable | period four times during the month, 
space in the daily Tribune at its regular r.o.p. rate. This brings the total | the ratings will thus be a survey 
discount to 22% in the magazine section or 27% if the 26-time rate | Of one week in the month. Pulse 
is used. Write for complete details on this money-saving plan—or ask subscribers in New York and Los 
your Story, Brooks & Finley man. Angeles have Seen adyined of Hie 


new technique and will be the 
ly 
Che 


next markets surveyed by the new 
method. 


Wall Named Ad VP 

| Richard J. Wall has been named 
advertising and sales promotion 
| vp of International Swimming Pool 
|Corp., White Plains, N.Y. Mr. Wall 
joined International, manufactur- 
jer of Esther Williams swimming 
pools, early in 1957. He had been 
|advertising manager of New York 


South Bend 
7 Cribune 


STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES | Wire Cloth Co. 


7 Counties, 1/2 Million People 


ORE IDAHO 
le 


f 

TOTAL CIRCULATION AREA 
Salt Lake Newspapers reach 
5 out of 10 homes in the 
total 4-state market. 


SALT LAKE CITY ABC ZONE | 
Salt Lake Newspapers reach 
virtually every home in the 
Salt Lake City zone; which 
includes most of Salt Lake 


SALT LAKE 
INTERMOUNTAIN 
MARKET 


is not just SALT LAKE CITY 


not just UTAH 


BUT this 4-state area with 
1% MILLION PERSON 


County. _ 


City and Retail Trading Zone 


Salt Lake Newspapers reach 
7 out of 10 homes in the city 
and retail trading zones 
which includes most of the 
state of Utah. 


c 


Folks who take time to 

study this vast market register 

real surprise when they find out 

how rich this one big unified market 

really is .. . and how easy it is to reach and 

sell it! Experience shows that people's needs are 

the same here in the Intermountain West . . . but mar- 

keting is different! Open this surprisingly rich market 

by using the coverage and impact of Salt Lake 
City’s two great metropolitan aewspapers. 


ESERET NEWS wo 


Bull fake Felegram (evenmc) 


[MORNING A SUNDAY) 
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ANA Study Tells 
Good, Bad Points 
of TV Barter 


New York, Jan. 2—Barter—the 
swapping of time for films or mer- 
chandise prizes—hasn’t established 
much of a foothold in the tv in- 
dustry, judging from the results of 
a study by the Assn. of National 
Advertisers. 

The radio-tv group of the asso- 
ciation reports that, of 234 adver- 
tisers who answered its ques- 
tionnaire on the subject, only 16 
had used the barter route to get 
on tv. Nine of these said they were 
“satisfied” with their experience. 
This poll of the membership was 
taken during October and Novem- 
| ber. 

As of that time, only four adver- 
jtisers of the 234 replying were 
|using swap television. Three others 
‘said they hadn’t found the “right 
ideal” yet. 


= The satisfied users had such 
things as these to say about barter 
tv: 


Se “For peanuts (in money) and 


our product, I get exposure and 
jidentification over network tv. 
This we consider as a publicity 
expense and we like publicity. We 
do not confuse it with advertising.” 


e “Economical. Got good time for 
much less cost than a cash outlay 
|}would have required.” 


| e “We used it in a very small way 
land in that case it happened to 
make sense, and it proved to be 
jan especially good buy.” 

|\@ Five advertisers who were dis- 
isatisfied with their barter returns 
jhad this to say: 


le “We have traded first class 
merchandise for third class time. 
The device only makes sense when 
in an overstocked position, a rari- 
ity in our business.” 


le “Proof of performance was hard 
jto get, and on some occasions we 
|discovered months later that we 
had missed an entire schedule. The 
quality of time offered frequently 
was poor. There was a lack of flex- 
ibility when changes had to be 
made because of disappointing 
ratings.” 


|e “Very difficult to administer. 
The times you get are second or 
\third rate on generally weak sta- 
tions and/or small markets.” 


e “The end use of the product 
bartered is often the most impor- 
tant factor since it may upset your 
normal dealer relations. Also it 
usually happens that the oppor- 
tunities for barter exist in the least 
desirable areas or media. We pre- 
fer to pay cash for what we get 
and get what we want and need.” 


e “Products of other 
were not compatible.” 


sponsors 


There were few comments from 
companies that have been steering 
clear of the barter merchants. But 
six of the nine non-users who did 
offer comments characterized bar- 
ter as a poor business practice and 
a disservice to the industry. = 


Griffith Names Carroll 


Griffith Advertising Agency, St. 
Petersburg, Fla., has named Ted 
Carroll director of public relations. 
He formerly was assistant director 
of public relations of MacDonald- 
Cook Co., South Bend, Ind. 


Sackel Adds Tabby Cat Food 

Sackel Co., Boston, has been ap- 
pointed to handle advertising for 
Usen Canning Co., Boston, pack- 
er of Tabby cat food. Ingalls-Min- 
iter Co., Boston, is the previous 
agency. 
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Evperience Speaks 


“Trade and industrial publications play a very 
important part in our advertising plans. In fact 
they represent our major effort.” 
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JEROME M. SCHLAKMAN During World War II, Jerome M. Schlakman interrupted his studies at the University of Penn- 


sylvania long enough to serve in the E.T.O. as a sergeant of field artillery. After the war he re- 


Advertising Director turned to his native Philadelphia and his alma mater. Graduating from the Wharton School 


AMERICAN BILTRITE RUBBER COMPANY, INC. in 1947, he joined the merchandising staff of a nationally known department store. A year later 

CHELSEA, MASS. he moved to American Biltrite as assistant to the sales manager. In time he became assistant 
advertising manager there and then advertising manager of the company’s Amtico Flooring 
Division. Four years ago he was named to his present position, with full responsibility for the 
= advertising, sales promotion, and public relations activities of the company and its many sub- 


sidiaries. Recently we had the opportunity to talk with Jerry Schlakman about the important role 


of trade and industrial publications in his diversified advertising programs. For the highlights 


aS SSSEESS 


of our discussion with this interesting young advertising executive, please turn the page. 
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Q Your organization is currently celebrating 
its Golden Anniversary, isn't it? 


A That is correct. American Biltrite was founded 
in 1908 in Trenton, N.J., then the rubber manu- 


facturing capital of the world. 


Q And certainly you have enjoyed dynamic 
growth and expansion during the past 50 
years. Just what is your position today? 


A With an annual sales volume exceeding 
$60,000,000, the company has become the world’s 
largest manufacturer of shoe soling material and 
vinyl and rubber floorings. We have extensive 
plants at five locations in the United States and 
Canada and employ more than 5000 skilled 
workers. We process well over 100,000 tons of 


materials annually. 


Q Just how are your various products mar- 
keted? 


A The answer to that question can become a bit 
involved; so Il only attempt to generalize and 
consider our products made in this country. Our 
complete line of Biltrite rubber heels and soling 
materials, manufactured especially for the shoe 
rebuilding trade, is sold through more than 500 
wholesalers to over 30,000 shoe rebuilders across 
the country. Our soling materials and rubber heels 
for new shoes are sold directly to the shoe manu- 
facturer. Our Biltrite specialty products—vinyl 
and rubber garden hose, flexible sprinklers, sponge 
rubber, etc.—are sold through a large staff of sales 
representatives to the various hardware outlets, 


department stores, chain and supermarkets. Our 


flooring materials, under the Amtico brand, are 
sold through more than 100 distributors and 


25,000 floor covering Uealers from coast to coast. 
Q How about your industrial rubber products? 


A They are manufactured by our Boston Woven 
Hose and Rubber Division, which is the newest 
member of the American Biltrite family. Boston’s 
heavy mechanical products are marketed through 
more than 5000 accounts, which include over 400 
franchised industrial and mill supply houses. 
Boston’s consumer products are sold primarily 
through industrial distributors, hardware, auto- 
motive, electrical and floor covering wholesalers. 
Many of the country’s largest manufacturers use 
Boston products as original equipment, and vir- 


tually every industry uses Boston products. 


Q What do you consider to be some of 
Biltrite’s advertising highlights? 


A The answer to that comes to mind immediately. 
The Biltrite name gained national prominence 
several years ago when we retained the services of 
Gino Prato, the New York shoe rebuilder who had 
won overnight fame on the $64,000 Question 
television program. Prato, as the company’s good 
will ambassador to the shoe rebuilding trade, has 
been a huge success. His association with us has 
done an excellent job for all American Biltrite 
products. And he has become the principal theme 


for all our shoe rebuilder trade advertising. 


Q How important is the trade and industrial 
press to your overall advertising program? 


who puts genuine thought and effort into 


A Trade and industrial publications play a very 
important part in our advertising plans. In fact 
they represent our major effort. We use about 50 
such publications—all the leading magazines in 
the various fields in which we have an interest and 
a market. 


Q Are these publications important to all 
your product lines? 


A Yes indeed. You'll find that our trade and in- 
dustrial programs are just about as complete as 


they can be in every category. 


Q What are your views on the subject of 
frequency? 


A We certainly believe in reasonable frequency. 
In fact it is our policy not to go into a publication 
unless we are prepared to sustain a schedule. In 
monthlies, for example, we consider a 6-time 
schedule the minimum. In a semi-monthly, we 


want our advertising to appear at least 13 times. 


Q Are you concerned about the duplication 
from using more than one publication in an 
industry? 


A Not in the slightest. Duplication is nothing 
more than repetition. If our advertising is seen in 
two different publications, it simply means that 
the reader has been exposed to our message twice 
instead of once and is twice as likely to be aware 
of us. 


Q What basic objectives have you set for 
your space advertising? 


A Primarily we try to gain acceptance rather than 
demand for our various products. This of course 
is due to the very nature of most of our products— 
only in a few instances do we sell direct to the 
end user. For example it would be difficult indeed, 
and expensive, to educate the man on the street 
to ask for Biltrite rubber heels or Biltrite Nuron 
soles. Our job, as we see it, is to make the end user 
sufficiently aware of these products to be willing 
to accept them when suggested by the shoe re- 
builder. Meantime we really concentrate on the 
job of making our immediate customers fully con- 
scious of the quality, availability and acceptance 
of our products, and thus willing to recommend 


them to their own customers. 


Q When you say “immediate customer” do 
you mean the shoe rebuilder or the retailer 
who stocks one or more of your products 
for resale? 


A Yes. You see, in one case our “immediate cus- 


tomer” is apt to be a manufacturer who uses an 
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trade and industrial advertisements gets today’s best buy” 


American Biltrite product as a component in 
assembling his own product and in another a mer- 


chant who handles our brand name products. 


ae 
_ 


**] feel that trade magazines are the greatest single source 
of information and help available to a man to assist in 


his business life.”’ 


Q Have you established any one copy or lay- 
out treatment as the best? 


A Not necessarily. But we do lean toward the 
billboard technique. We like our advertisements to 
have good, hard-selling headlines, arresting illus- 
trations that help convey the message and copy 
which, assuming we have aroused sufficient in- 
terest, will convey more specific information to 


the reader. 


Q Do you use color in your trade advertise- 
ments? 


A We frequently do. As I have already said, trade 
advertising is the very foundation of our over-all 
program, and for this reason we always put our 
very best efforts behind it. We want our audiences 
to readily recall American Biltrite advertising, re- 
gardless of the job our competitors do and re- 
gardless of the media they use. In other words, we 
prepare our trade advertisements with the same 
skill and care that many organizations reserve 
for their corporate or national consumer cam- 
paigns. And, I’m happy to say, we find every evi- 


dence that this practice pays us dividends. 


Q Of what value is a trade publication to 
its readers? 


A In the world in which we live, a man’s primary 
problem and concern are his livelihood. I feel that 
trade magazines are the greatest single source of 
information and help available to a man to assist 


in his business life. 


Q Do you feel that trade publication adver- 
tisements are as important as the editorial 
content? 


A Yes I do. In fact I think that there is a very im- 
portant newsworthiness in advertisements. Many 
of the newest products and developments are re- 
ported on the advertising pages even before they 
are treated editorially. 


Q Do you have anything to say in conclusion 
about the value of trade and industrial 
publications? 


A I would like to reiterate this one point. Adver- 
tising, regardless of the media in which it appears, 
creates a corporate image of its organization. Just 
as we like our salesmen to make favorable im- 
pressions on every call, we like our advertising to 
be spick-and-span—prepared to the very best of 
our ability. The advertiser who puts genuine 
thought and effort into trade and industrial 


advertisements gets today’s best buy. 


ee 


. we prepare our trade advertisements with the same 
skill and care that many organizations reserve for their 
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corporate or national consumer campaigns. 


Trade and industrial magazines are the all-important link between you and the buying influences you want to reach. They provide the 
means for reaching your customers and prospects on common ground—at a time when they are most receptive to your sales messages. 


In this respect, they fill a role unduplicated by any other known selling force. 


Chilton, one of the most diversified publishers of trade and industrial publications in the country—has the resources and experience 
needed to make each of 16 magazines outstanding in its field. Each covers its particular field with an editorial excellence and strict control 


of circulation that assure confidence on the part of both readers and advertisers. With such acceptance goes proportionate selling power. 


hilton 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


Publishers of: Department Store Economist - The Iron Age « Hardware Age - The Spectator - Automotive Industries « Boot and Shoe Recorder 
Commercial Car Journal + Butane-Propane News + Electronic Industries + Jewelers’ Circular-Keystone « Motor Age « Gas « Hardware World 


Optical Journal & Review of Optometry + Distribution Age + Aircraft and Missiles Manufacturing + Business, Technical and Educational Books 
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New Simoniz Foor Wax - 
childproof because 
there's vinyl in it! 


—— sae 


BiIGGEST—This four-color page ad 

will run in five consumer maga- 

zines through March as part of 

Simoniz Co.’s push for its vinyl 

floor wax. Young & Rubicam is 
the agency. 


Simoniz Sets Print 
Push for Floor Wax 


Cuicaco, Dec. 31—Simoniz Co. in 
1958 will give its vinyl floor wax 
the biggest ad push it has ever 
given any of its floor products. 

The campaign will be concen- 
trated in the print medium—con- 
sumer magazines and Sunday sup- 
plements. Four-color page ads will 
begin in magazines in January, 
with supplements to be used be- 
ginning in February. 

Magazines on the schedule are 
American Home, Better Homes & 
Gardens, Good Housekeeping, La- 
dies’ Home Journal, Life, McCall’s 
and True Story. 

Simoniz introduced its vinyl 
floor wax last February. Young & 
Rubicam is the agency. 

The campaign wil! continue the 
“childproof” theme, used since the 
wax was introduced, with ads ex- 
plaining that the vinyl in the wax 
protects floors even from the rough 
wear caused by active children. + 


Hillman Boosts Schwarz 

Sanford Schwarz has been ap- 
pointed advertising director of the 
Hillman Periodicals’ Women’s 
Group, New York. Mr. Schwarz, 
who was on the Hillman sales staff, 
succeeds Otto Solomon, now with 
the Rural New Yorker. 
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Lash Retires from CNR 
G. Herbert Lash, formerly direc- | 


tor of public relations for the Helped Revive FM 


Canadian National Railways and| , : 
— recently assistant to the CNR | J]M “57, Doerfer Says | Hons 


president, retired on Dec. 31. 


Paul Bedell Joins ‘MD’ 

Paul E. Bedell Jr. has joined the |singled out a revival of fm as one 
sales staff of MD Medical News | of the significant developments of | tions authorized by the commis- 
| Magazine, New York. Mr. Bedell | 1957 in the field of broadcasting. sion, about 650 are commercial, 


. ! with Successful} In a year-end statement he |and another 100 are translator sta-|products and their prospective 
arming. 


WASHINGTON, Dec. 31—Federal | 


Chairman John Doerfer last week 


| 
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he so mercial fm stations had increased ;remote areas beyond the reach of 
Background Music for the first time in nine years. He j ordinary commercial transmitters. 
credited the change to the added! He reported about 50 educational 
|income which nearly 100 fm sta-| tv stations have been authorized. # 


ground music operations. 


Communications Commission |» At the end of the year, he said, 
there were about 3,300 am stations 
and 700 fm stations. Of 800 tv sta- 


enjoying from  back- 
Nowland Forms Division 


Nowland & Co., Greenwich, 
Conn., product and marketing con- 
sultant, has organized an industri- 
al division under Karl M. Tietjen, 
vp. The division will specialize in 
the evaluation of new industrial 


jpointed out the number of com-|tions which relay tv programs into | markets. 


Examples of the power of a few words in print 


\W\ hat happens when 
you catch a lady’s eye? 


T WAS LIKE something out of Dickens—little boys of 
I ten jailed with veteran criminals. Here, in America, 
in the 20th century! Mrs. Brown grew angrier by the 
minute as she read about it in Reader’s Digest. Handing 
the magazine to her husband, she urged him, in the tone 
of a woman with a bee up her sleeve, to “do something 
about it!” 


The story was a plea to “Get the Children Out of 
Jail,” and her husband was in a position to try, for he 
was New York State Senator Lowell H. Brown. 

“Reader's Digest started our fight on behalf of chil- 
dren,” writes Senator Brown. “Using that widely read 
article as ammunition, I introduced bills to get children 
out of jails, and to remove adult criminals from boys’ 
reformatories. Thanks to the power of a few words in 
print, young people under 16 are no longer detained in 
jails, and adult criminals are out of boys’ reform- 
atories, in New York.” 

Discussing similar reforms in many other states, 
James V. Bennett, Director of the Bureau of Prisons of 
the U.S. Department of Justice, has this to say: “The 
Digest made a direct contribution, since it awakened 
such a vast public to the problem.” 


Important things have a way of happening when 
people read about a cause, or a product, or an 
idea in Reader’s Digest—and often the action is 
sparked by women readers. 
It isn’t surprising. Nowadays, 
‘ when women have more school- 
me ing than men, and when a third 
of our married women work out- 
~ side their homes, the American 
_ og “woman's world” grows larger 
e. _ and more interesting 
; «3 all the time. So you 
would expect a wo- 
man’s favorite maga- 
» zine to be the same as 


- et her husband’s. It is. 


- we Reader’s Digest is 
. read by more men— 
and by more women 


—than any other magazine in the world. More than 32 
million Americans read this magazine every month— 
and over 17 million of those readers are women. 

And people turn to the Digest more often, too. A 
recent study* has shown that the average man reads 
his copy on 4.6 different days; the average woman, on 
5.8 different days. 

Every issue of the Digest is read at least 168 

million times—over 99,630,000 times by women 

alone. No other magazine studied, including those 
edited expressly for women, is turned to half as 
often by American women—or by American men. 

Women have faith in Reader’s Digest—the kind of 
faith that leads to action. And they respond to products 
as well as to causes they read about in its pages. 


Another case where a few words in print 
generated a lot of power 
In 1950 Reader’s Digest published an article about Mrs. 
Lane Bryant. It was simply a human-interest story 
about a woman who had pioneered in the fashion 
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Jones & Taylor, South Bend 
Agency, Is Incorporated 

Jones & Taylor & Associates, 24- ager. The agency began in 1933 as 
year-old South Bend, Ind., agency, |Carter, Jones & Taylor. Mr. Car- 
has incorporated under the name /|ter’s interests were purchased in 
Jones & Taylor Inc. Ralph E. Jones | 1949. Messrs. Jones and Taylor are 
is president of the agency, and | former members of the Studebaker 
James W. Taylor exec vp. They | Corp. advertising staff. 
are partners in the present set- 
up. KOSI Appoints Petry 

Named as vps are Charles G. KOSI, Aurora, Colo., has ap- 
Hohman, John J. Philip, Allan| pointed Edward Petry & Co. its 
Tremper and Arthur Eastman Jr. | national representative. KOSI for- 
Janet Kochanowski is treasurer,|merly was listed by Forjoe & Co. 


| John J. Bencsics is art director and | 
F. E. Buckler is production man-| 


Essex Acquires 
3 Radio Stations | 
in Pacific Northwes 


SEATTLE, Dec. 31—Controlling 
interest in three independent radio 
stations of the Pacific Northwest 
has been bought by Essex Produc- 
tions, owned by Frank Sinatra. 

The stations are KJR, Seattle; 
KXL, Portland, and KNEW, Spo- 


of the Federal Communications; The transaction was referred to 
Commission. as a $2,000,000 deal. Mount Rainier 
The stations were owned by/|has been owned 50% by Mr. Smith 
Mount Rainier Radio & Television] and his wife, and 50% by Mr. and 
Broadcasting Corp., whose presi- Mrs. Lincoln Dellar, of Santa Bar- 
dent and general manager is Lester | bara, Cal. Under the terms of the 
M. Smith. Mr. Smith will remain as| acquisition agreement, the former 
chief officer and general manager|owners of Mount Rainier will ac- 
and will retain a proprietary in-| quire an interest in Essex Produc- 
terest, he said. He added that the| tions. + 
three stations will be Mr. Sinatra’s 


first in radio and that Essex Pro-| Newsprint Use Declines in 


\ductions has plans for entering| First ]] Months of 1957 


kane. Sale is subject to approval | television also. 


Newsprint consumption in the 


business. Yet it brightened the lives of hundreds of 
thousands of women and girls—and it gave a consider- 
able boost to Lane Bryant’s sales. Women already knew 
of Mrs. Bryant as the “inventor” of ready-to-wear 
maternity clothes. Less well known were other Lane 
Bryant fashions especially designed for tall women, 
chubby girls, and others cast in a generous mold. 

What happened when women read about these inno- 
vations in Reader’s Digest? Lane Bryant stores doubled 
their sales of Tall Girl clothes in one year, and 150,000 
plump young ladies promptly joined the Lane Bryant 
Chubby Club. Mailings to expectant mothers quad- 
rupled that same year, and retailers and manufacturers 
all over the world began to pour inquiries and orders in- 
to Lane Bryant headquarters. 


The widely read article in Reader’s 
Digest served as ammunition to 
get children out of jails 


The selling power of words in print 


@ Adolph’s Meat Tenderizer had been selling at the rate 
of half a million dollars’ worth a year. Three weeks after 
Reader’s Digest published a Report to Consumers about 
it, sales jumped to a 20-million-dollar annual rate. 


@ The manufacturers of a rug cleaner, Glamorene, 
hoped eventually to reach a half-million-dollar annual 
volume. Then the Digest told its readers about Glamo- 
rene: more than /0 million dollars’ worth was sold the 
next year. 


An atmosphere of faith and confidence is essen- 
tial if an advertiser's message is to thrive and 
produce results. Hundreds of advertisers have 
found that the Reader's Digest provides such an 
atmosphere. 


How National Cash Register 
used the power of Readér’s Digest 


National Cash Register has used 15 pages in Reader’s 
Digest to explain to shoppers the operation of its new 
Change Computing Cash Register. 

S. C. Allyn, president of National, stated the com- 
pany’s objective this way: “Our problem was to reach 
the greatest possible number of shoppers with messages 
that would be seen, read, and understood. We used 
Reader’s Digest extensively because it has the greatest 
magazine readership—as well as the largest circulation 
in the world.” 


People have faith in 


eader’s Dige st - 


Largest magazine circulation in the U. S. 
11 million copies bought monthly. 
*“A Study of Seven Publications,” conducted by Alfred Politz 


Research, Inc. For a copy of the summary and highlights, write to 
Reader’s Digest, 230 Park Avenue, New York 17, N. Y. 


U.S. totaled 6,242,094 tons during 
the first 11 months of 1957, com- 
pared to 6,311,441 tons during the 
same period in 1956, according to 


ers Assn. 

Newsprint consumption during 
November, 1957, also declined from 
November of last year, the associa- 
tion reported. At the end of No- 
vember stocks of newsprint on 
hand totaled 42 days’ supply, com- 
pared to 44 days’ supply on hand 
at the end of October, 1957. 


1. Lowest per-thousand costs—$4.97 
per page per thousand in 1958, lowest 
of any news magazine. 

2. Biggest circulation growth numeri- 
cally—From a circulation of 275,000 
ten oar ago to more than 1,000,000 
in 1958. 

3. Biggest circulation growth percent- 
agewise— More than tripled in the past 
ten years. 

4. Biggest newsstand circulation growth 
— From 22,009 ten years ago to 117,954 
for the first 6 months of 1957. 


§. First in vol y circulation meth- 
ods—No pressure methods, no pre- 
miums, no door-to-door salesmen. 


6. Most pages directed to business and 
industry—No other news magazine car- 
ries as many pages of such advertising. 


7. Highest concentration of managerial 
people—74.8% hold managerial posi- 
tions, providing managerial coverage at 
lowest per thousand costs. 


8. Highest concentration of high- 
income families—Lowest advertising 
costs for covering families with in- 
comes of $7,500 or more and $10,000 
or more. 

9. Highest visibility for advertising— 
Carried 2,000 more news pages in 
1956 than any other news magazine, 
with resulting highest visibility for 
advertising 


10. Biggest impact on important peo- 
ple—First in number of “most useful” 
and “most confidence” votes by key 
people in business, industry, finance, 
government and the professions. 


There’s magic selling power in 


this QUALITY 1,000,000 
for every national advertiser 


Here is 1,000,000 net paid circulation 
of the highest quality at the lowest per 
thousand cost in the field—your biggest 
buying best customers and prospects in 
the year ahead—your best advertising 
buy for 1958. 


1. 
COMPLETE 


EWS MAGA LIE 


Americas 
Class News Magazine 


1958 advertising rate base- 
1,000,000 net paid circulation 


the American Newspaper Publish- - 
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Another true-to-life story about some make-believe characters 


How to hitch the horses 
to the horsepower 


in Chicago! 


The latest model Pegasus was winged horsepower 


with all the trimmings—underslung body, high torque, and lines like a moon rocket. 
And it was Henry Gasser’s pleasant duty to drum up countrywide 
sales excitement for this latest product of Hummer Motor Co. engineering. 
How to get the most sales influence per dollar was Henry’s 


C3 
At o So that’s what he was discussing with Joe, free-wheeling 


problem. 


<< 
expert from the Chicago Tribune. 


‘Markets are people,”’ vocalized Joe. ““And like people, some markets 


e. 
3< 2 
have more influence than others. Se 


Next there are cities which influence their satellite towns. Then there are regional 


First, there are towns. 


cities which exert a major influence over large regional areas.” 


“Yes,” agreed Mr. Gasser. ‘““And we have advertising expenditures 


tailored ASST] to fit each type.” 


“But there’s a fourth type of city,” continued Joe, ‘‘called the 


Continental City, that exerts an influence over an entire Continental area. In the 
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United States, there are only three Continental Cities oy S 
A 


—one on the East coast (near a bridge), one on the West coast (also near a bridge), 


and one in between.” 


*‘But what have these Continental Cities got besides more headaches 


and bigger traffic problems?” © fe queried Mr. G. 
Pps (6 


“Just this,” explained Joe. ‘Continental Cities are where ideas and 
opinions begin, tastes and styles are set, customs and trends originate. People 
all over the U. S. recognize this special influence and 9 times out of 10 follow 
the buying patterns of Continental Cities. So, the influence areas of Continental 


Cities extend way beyond their traditional trading areas. 


And advertising dollars invested there help augment other advertising to build sales 
for all your dealers—from Great Falls to Little Trickle.” 


“But,” complained Mr. G., “it’s hard to measure 


8. ytfq7 
thing like that with a slide rule.”’ at 
something like that with a slide rule Sar) 


NASI? 
*“You’re right,”’ replied Joe. ““That’s why the Continental City 
concept is so important . . . and so often overlooked. It is somewhat intangible. But 


smart marketing men sense and observe how much easier it is 


to sell the United States if they sell the Continental Cities . . . not just on the 
basis of their high sales potentials but on the basis of their radiating influence.” 
““Now you’re talking my language,” replied Henry. 
rye 
“And your language makes dollars and sense,” Oo admitted Joe. 
MPF 
“But no matter whether you’re talking influence selling or trading-area selling, the 


word for big influence in Mid America’s Continental City is Chicago Tribune.” 


Now maybe you sell cigarettes or antennas instead of automobiles. But 


if you want to sell more of them to the people who set the pace, call on Joe. 


Nobody knows Chicago like the Tribune. Nothing sells Chicago like the Tribune. i 


And Joe’s the joe to give the facts to you. es 


Chicago Tribune _ sey 


THE WORLD’S GREATEST NEWSPAPER 
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Elks median income is $6,636—a figure 


households surveyed : 
are officials or 


MAGAZINE . in THE ELKS MAGAZINE. ° 
New York Los Angeles 3 : 
Portland, Ore. Chicago ot 0 &. 2 *-644-4. 4:8 0 OSs Ce 6. ESO 


~ 


television 
WINSTON-SALEM 


3! 0 ‘ | FF 2 8 8 & 2-2 e's 2. 62 8 6 ee ea Se rf 
6 31% of the heads: In this classification, THE ELKS . 
; : * MAGAZINE is far ahead of all other . 
i ? of AB Magazine magazines surveyed. , 


surpassed by only three other magazines * 


° appearing in the Report. No wonder ° 

. Elks are rated tops in car ownership and : 

proprietors of ‘ in ownership of most other items : 

H ° included in the Starch Survey. . 

business. : oe . : 
. You can sell this market of . 

, 1,204,000 Elks through advertising . 


Advertising Age, January 6, 1958 


Getting Personal 


Brown Bolte, exec vp of Benton & Bowles, has been elected to the 
board of trustees of the Norwalk, Conn., Hospital Assn... 


Paul G. Gumbinner, vp of Lawrence C. Gumbinner Advertising, is 
jubilant these days because the Camp Vacamas Assn., which pro- 
vides vacations for underprivileged children, raised $25,000 at its 
annual dinner dance. Mr. Gumbinner is association president and 
chairman of the fund-raising affair... 


It was a Christmas wedding in Washington, D. C., for Joan Row- 
cliff and Richard Lee Brecker of Communications Counselors Inc... 
Charlotte Leister and Robert T. Haller of BBDO are honeymooning 
in Mexico... Florence Mack, daughter of Walter S. Mack, head of 
C&C Super Corp., was married Dec. 14 to Ensign John Edward 
Thomas, USNR, at the Little Church Around the Corner in New 
York... A June wedding is in the offing for Mildred Massler and 
Robert Bennett Neiman, partner in Everett-Bennett, New York... 


The one thing Howard Pitsch, copywriter at Benton & Bowles, is 
hoping the New Year will bring is the return of his research notes 
and unfinished thesis (on Fiorello LaGuardia) for a master’s degree 
at NYU. He lost the notes and manuscript in a taxi trip from office 
to home Nov. 8, but he’s still hoping someone will return them... 

A new student of Spock and Gesell is Larry Bernard, AA staffer 
in New York. His first child, Russel Samuel, weighed in at 8 lb., 5 oz., 
the evening of Dec. 23... 


Walker Carter 


Rowland 


Thompson Speer Watson 


VOTED EFFICIENT—Honored at a meeting of the Hollywood Adclub were 
10 magazine representative firms voted most “efficient” by Pacific 
Coast media buyers in a survey conducted by Advertising Agency 
Register. Top three in the survey, holding cups, were: Robert Walk- 
er, Robert W. Walker Co., 2nd; Ed Thompson, McDonald-Thomp- 
son, 1st; Ray Watson, Ray C. Watson Co., 3rd. Participating in the 
ceremonies, were, back row: Vic Rowland, Capitol Records, presi- 
dent of the Hollywood Adclub; Glenn Carter, assistant vp of Bank 
of America for advertising and public relations in Los Angeles; 
James Speer, Speer Advertising, president, Western States Adver- 
tising Agencies Assn.; Richard Fanning, publisher, Advertising 
Agency Register. 


Fanning 


William Marshall, with Duncan Scott & Co., San Francisco pub- 
lishers’ representative, and his wife, Barbara, have a 7-lb., 3 oz. 
daughter, born at Mount Zion Hospital on Nov. 30... Another new 
one is Richard Dean, 7 lbs., 13 oz., born to the Paul M. Guyers on 
Dec. 17 in Burbank, Cal. Mr. Guyer is publisher of U. I. Buyers 
Digest. . . 

Murray Firestone, of Ralph A. Hart Advertising, Philadelphia, 
had an idea for client Wilen Wines. He offered a Nat King Cole 
Christmas record on a local tv show. That was on Dec. 3, the day 
of the first big snow storm of the season. The next morning Mr. 
Firestone and his client were faced with 5,400 requests, including 
dimes and labels. The night of Dec. 4 the company, using the same 
series of programs, asked the audience to hold off... 

Milton A. Foland, vp and manager of the Portland, Ore., office 
of Pacific National Advertising Agency, will soon add another hat, 
that of a commercial banker. He is one of the incorporators and a 
founding director of the Security Bank of Oregon, which is sched- 
uled to open in the first part of 1958 with capitalization of $1,000,- 
000. Mr. Foland also is a director of Oregon Mutual Savings Bank 
and of Title Insurance Co. .. 

Douglas Frederick Raidt, second son and fourth child of William 
T. Raidt, vp of D’Arcy Advertising, New York, arrived Dec. 24... 

Bill Feddery is starting his 45th year with Hardware Age in 
Cleveland—quite a record for selling on one business paper in one 
territory. He is founder of the t.f. Club, and a life director of 
the Cleveland branch... 

Mr. and Mrs. Albert C. Kalmbach, president and secretary re- 
spectively of the Kalmbach Publishing Co., Milwaukee, were the 
guests at a surprise cocktail party during the holidays at the Cape 
Cod Inn, Milwaukee. The occasion marked the 25th year since the 
founding of the firm by the couple. Mr. Kalmbach received a scroll 
from the six members of the executive committee, who arranged 
the anniversary party. Mrs. Kalmbach was given 25 American 
Beauty roses by the wives of the executives. The firm was founded 
upon graduation from Marquette University by the Kalmbach 
couple... 

Lloyd Stackhouse, a vp of Bozell & Jacobs in Seattle, has been 
elected a board member of the Seattle chapter, Assn. for the United 
Nations .. . 

Bill Menne, The Menne Co., Los Angeles, is the new president of 
the Southern California Golfers Assn. He succeeds Gordon Van der 
Boom, of Van der Boom, Hunt, McNaughton Inc. Snowden Hunt, 
of Wade Advertising Agency, is new vp... 
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Latest Washington Newspaper Circulation Figures Again Show 


50% more families prefer, buy and read 
The Washington Post and Times Herald 
than any other Washington paper 


TOTAL DAILY TOTAL SUNDAY 
CIRCULATION CIRCULATION 


Publishers’ Statements to The Audit Bureau of Circulations 
for 6 months period ending September 30, 1957 


CIRCULATION GAINS AND LOSSES 
for period ending September 30, 1957, compared with same period in 1956 
DAILY SUNDAY 


POST-TH 
+5132 


That's why The Washington Post and Times Herald produces 


maximum sales at the lowest cost per 1000 circulation 


Represented Nationally By: Sowyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles, Seattle; Joshuo B. Powers, Ltd.—London, England; Senor G. 
Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Win ter Co.—Miami Beach, Florido; Tom McGill—West Roxbury, Massachusetts; Puck, The Comic Weekly; A 
R. Lerner—Paris, France; Robert S. Fariey—Financial Representative in New York. , : 
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SERIES FOR 1958 


THE RUSSIAN 
REVOLUTION 


CAPTURED SECRET DOCUMENTS, HISTORIC PHOTOGRAPHS, SPEC/ALLY 
COMMISSIONED PAINTINGS AND 30,000 WORDS OF TEXT RECONSTRUCT 
FOR YOU THE MOST MOMENTOUS POLITICAL EVENT OF MODERN TIMES 


HE Russian Revolution not only changed the 
government of Russia 40 years ago, it changed 
the way you live in America four decades later. The news 
Russia makes today . . . Sputniks in the sky . . . power 
plays in the Middle East . . . savagery in Hungary... 
had its beginning in the uproar and carnage of 1917. 
Yet for all its staggering importance the true story 
of the Russian Revolution is little known and little 
understood in America. Thus Lire will, in the issue of 
January 13, begin a four-part series on the Russian 

Revolution. 

This will be one of Lire’s great journalistic efforts, 
equaling in illustration and reading reward even LiFe’s 
finest series, The World We Live In, The Epic of Man, 
Segregation, The World’s Great Religions. 

Captured secret documents, specially commissioned 
paintings, remarkable color photographs will all be 
combined to re-create the revolution and the events 
leading to it. Carefully investigated for more than a 
year, the raw facts unearthed by Lire’s team of re- 
searchers in countries all over the world, expert con- 
sultants and Russian specialists will be woven into an 
exciting narrative by Alan Moorehead, one of the most 
gifted popular historical writers in the world. 

For some publications one such stunning effort a 
year might satisfy both editors and readers. Not so 
with Lire. Even as the Russian Revolution is being 
put to press, great new series are being prepared in 
1958 for publication in Lire to add to your under- 
standing of the world about you and to keep giving 
you in Lire the greatest word and picture’ package 
your money can buy. Ahead are series on: 

HOUSING: A series on houses for everyone, from the 
worker to the millionaire. What makes a house 
livable, how to get more comfort and convenience 
for the price you want to pay, will be shown in 
superb photography and special drawings. 

FAMILY MONEY MANAGEMENT: Ways you can 
get more mileage out of your family budget will be 
the subject of this valuable series, LiFe’s views on 
credit buying, foolish spending, comparative con- 
sumer values will prompt thoughts of your own to 
stretch your family dollar in these days of rising 
costs, 

CHURCHILL'S HISTORY: Completing his chron- 
icle of the English-speaking peoples, Sir Winston 
will appraise the War between the States with an 
old soldier’s judgement on the Civil War battles 
and generals who fought them. Three instalments 
superbly illustrated in full color will also include a 
look at the Victorian era, 

CRISIS IN THE COLLEGES: A three-part series 
documenting the staggering problems of the na- 


Charge of the Cossacks on “Bloody Sunday” (Jan. 22, 1905) 
will be reproduced in full color on the cover of Jan, 13 LIFE 


tion’s colleges which, already jammed to capacity, 
must prepare to enroll twice as many students 10 
years hence. If your children will be college age 
then—this is your problem now. 

WINNING OF THE west: A multipart series, illus- 
strated by vibrant paintings and original documents, 
will tell the story of the “Winning of the American 
West.” Indian fighting, fur trading, Mormon emi- 
gration, discovery of gold, building the railroad— 
all willcome alive in Lire’s panorama of the pioneer 
West. 

IMMORTALITY: In these photo essays Lire will con- 
sider the fact of death and what it means. And 
pictorially and from the great writings of many 
religions and philosophies, Lire will present great 
and varied concepts of a life hereafter. 

AMERICAN FOLKLORE: For three years famous 
Artist James Lewicki has been illustrating some of 
America’s great folk tales—Fountain of Youth, 
Johnny Appleseed, etc. His paintings will appear 
in a special Lire series delighting Americans young 
and old. 

These extraordinary series are only part of Lire —the 

long planned “bonus” features that help you make 

more sense of the world you live in today and refresh 
your recollections of history. But the first purpose of 

LiFe is to report mews in pictures. 

And as the world’s news becomes more and more 
technical and scientific, more and more Americans will 
look to Lire for a clear presentation of the events of 
the week. 

For what other magazine during the recent mind- 
reeling weeks of scientific discovery and crises in Wash- 
ington has given you anything like Lire’s coverage of 
Sputnik, The Missile Mess, Eisenhower's Illness, the 
sorry showing of Vanguard? What other magazine can 
array for you all the eyewitness photographs that tell 
the story—the inventive charts and cartography that 
add dimension and meaning to the story—so that in a 
single seeing you can understand all you need to know 
about an event that captures the headlines but con- 
founds the mind? No other magazine. For only Lire 
is geared to cover the news of the world while it is still 
news and give it to you in pictures just four rapid days 
after it happens. 

Because of Lire’s worldwide staff, because of our as- 
sociation with the great newspicture services through- 
out the world, this can be said about Lire: in the 
course of a week every important news picture taken 
anywhere turns up on the Lire editors’ desks. The 
best of what they see—you'll see—each week of the 
news-filled year ahead, to make Lire a reading value 
no other magazine can match. 


9 Rockefeller Plaza, New York 20, N. Y. 
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Slattery to ‘House Beautiful’ 
Roger Slattery, formerly with the 


Chicago office of Foote, Cone &' sales staff. 


| Belding, has joined House Beauti- 
ful as a member of the Chicago 


___ Copywriter, Ad 


First Choice 


with Advertising Agencies 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


Bennett Bates, 


Exec, Dies at 58 


| 

LONG BeEacu, CAL., Dec. 31—Ben- 
|nett Bates, 58, former advertising 
executive and well-known copy- 
|writer, died Dec. 26 of bronchial 
pneumonia in Veterans Hospital 
|here. He was the son of the late 
|Charles Austin Bates, a pioneer | 
advertising man, and had been liv- 
jing in retirement at his home at! 
Palos Verdes Estates, Cal. 

Mr. Bates, when he retired be- 
| cause of ill health in 1955, was vp| 
and member of the plans board of 
|Dowd, Redfield & Johnstone, New | 
‘York. He was regarded as one of 


the foremost advertising copy- 
writers in the country. He was 
credited with having created out- 
standing advertising copy, while 


|with various agencies, for more 
|than 25 leading national advertis- 


ers, including American Tobacco 
Co. (Lucky Strike), P. Lorillard 


|'Co. (Old Gold), Gillette and Schic:x 


safety razors, B. F. Goodrich Co., 
Seagram Distillers Co. and many 
others. 

Born in New York, Mr. Bates 
was graduated from Princeton Uni- 
versity, and served in the air arm 
of the Navy in World War I. Dur- 


ing World War II he was a major | 


in the aviation section of the Ma- 
rine Corps. 


® He started his advertising career 


Offices in principal cities 
U. S., Canada and Europe 


New York 
Boston 
Rochester 
Philadelphia 
Washington 
Atlanta 
Richmond 
Jacksonville 
Charlotte 
Dayton 
Cincinnati 
Louisville 
Indianapolis 
Columbus 
Toledo 

Fort Wayne 
Cleveland 
Pittsburgh 
Detroit 
Grand Rapids 
Chicago 
Oshkosh 
Milwaukee 
Minneapolis 
St. Louis 
Kansas City 
Des Moines 
Memphis 
Dallas 
Oklahoma City 
Houston 

New Orleans, 
Los Angeles 
San Francisco 
Portland 
Toronto 
Montreal 
Frankfurt 
Brussels 


CAPPEL, MAC DON 


ROSS COLES & COMPANY 


« 


Now one company under a new name... 


ts ee 


ee 
~ 


athe 
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Today, American business faces its 
greatest marketing challenge in dec- 
ades. There could be no more appro- 
priate time for a move designed to 
double the efficiency, flexibility and 
impact of one of the most powerful 
sales promotion tools ever developed 
—professionally handled sales incen- 
tive campaigns. 

By combining the three leading in- 
centive firms, The E. F. MacDonald 
Company can now offer faster and 
more efficient service on local, na- 
tional and international campaigns. 

The facilities and staff available to 
each client will be more than doubled. 
Added offices throughout the United 
States, Canada and Europe will put 


ALD & COMPANY | 4 


BELNAP THOM PSON 


mn devoted to building sales 
nd travel incentive plans 


tsa 
ony: ag 
© pes ‘... by 
bao 


INC. 


professional service near managers 
and distributors as well as home of- 
fice executives. 

Expanded creative staffs located in 
Dayton, Chicago and New York will 
provide flexible planning, copy and 
layout service. More warehouses 
and a larger selection of merchandise 
will assure fast delivery of prizes. 
MacDonald’s own world-wide or- 
ganization will make worry-free 
arrangements for incentive travel. 

If your company needs increased 
sales or improved salesmanship, in- 
vestigate this proved service. E. F. 
MacDonald incentive campaigns are 
an easy, low-cost way to gain com- 
petitive sales advantage. 


The E. F. MacDonald Company ZB 


WORLD-WIDE SALES INCENTIVE SERVICE 


. Dayton 2, Ohio 
/ 


Advertising Age, January 6, 1958 


immediately after World War I by 
operating his own mail order busi- 
ness. He wrote all of his own copy 
and letters and reportedly sold the 
business at a substantial profit. 

After a sojourn in Europe, he 
| became an advertising copywriter 
|'with Lord & Thomas and later 
| joined his father’s agency, Charles 
Austin Bates. Later he was associ- 
ated with Lennen & Mitchell; Bat- 
ten, Barton, Durstine & Osborn; 
Ruthrauff & Ryan, and Erwin, Wa- 
sey & Co., at all of which he was 
|regarded as an extremely gifted 
advertising copywriter. 

In 1950 he was advertising man- 
|ager of Anahist Co.; the following 
‘year he joined Dowd, Redfield & 
Johnstone as vp and a member of 
the plans board. In 1955 poor health 
jcompelled him to retire, and he 
{moved to California. He was a 
j;member of the Princeton Club and 
ithe military order of foreign wars 
lof the U.S. 


ARTHUR G. WALKER 


PHILADELPHIA, Dec. 31—Arthur 
G. Walker, 71, owner and president 
lof the Amusement Publishing Co., 
Atlantic City, N.J., died Dec. 25 
at his home in Margate, N.J. 

He had been a reporter for the 
old Atlantic City Review and later 
published a weekly newspaper in 
Burlington, N.J., before helping to 
found the Amusement Publishing 
Co. He was named vice-president 
in 1921 and president in 1931. The 
company publishes, among other 
things, an amusement guide dis- 
tributed at resort hotels and res- 
taurants. 


‘EDWARD W. CAMP 


Marion, IND., Dec. 31—Edward 
W. Camp, 65, vp and general man- 
ager of the Chronicle Publishing 
Co., died Dec. 27 of a heart attack. 
The company publishes the after- 
noon Marion Chronicle and the 
morning Marion Leader-Tribune. 


United Artists TV Sets Ist 
Series; Gotham Buys Stock 

United Artists Television, the 
new subsidiary of United Artists 
Corp., New York, has announced 
that its first video production ven- 
ture will be a half-hour dramatic 
series called “United Artists Play- 
house.” Other series also are in 
the works. 

At the same time United Artists 
announced that another subsidiary, 
Gotham Television Film Corp., has 
purchased 700,000 shares of the 
stock of Associated Artists Produc- 
tions Corp. The future ownership 
status of AAP is now being deter- 
|mined by the courts, with both 
United Artists and National Tele- 
film Associates seeking to gain con- 
trol of the tv film distributor-pro- 
ducer. 


| 
‘L.A. Examiner’ Names Four 
George W. Sjostrom has been 
named assistant to the advertising 
director of the Los Angeles Exam- 
iner. Mr. Sjostrom had been ad- 
}vertising coordinator .of Pictorial 
|Living and advertising production 
|manager of the newspaper. Robert 
|F. Sadler has been named retail 
sales manager of the Examiner, 
and Elliot Wolf has been appointed 
ad promotion chief. Fred W. Cor- 
nell Jr. is the new ad production 
manager. 


Victor 


| does 
it! 


| See page 70 
| 


EE i a es a ee = ~ 15 eos eee, | NANA ak ee Mc A cele le Re 05k, oie ales git, eet OR ular lente net ee we Signe. gi Oo Mn ten Le, hh” | 
Ry, ee ee 8 is ie —— aes Rade nme tr aN olds ol ose aki ae ale PG eS 
oa : aS mete ke se mone Pi < sae per : seeps, a is a toe a art : | OEE oa eee Poe . Sa ag rae = Gaew Agee ikea tects CR Al i eee he re eg eee Be ee 
: ee lar Re hr re alae ic a ‘aie a ws he ga ees * y Wie oe eee ue Sr Sci ‘ : So leas eee er ie Fe pes ae hoe ear 
igs Gi en tartan cae sane Be ee ee ee 2 ee a Pek 2 ; Da gah Sh 4. sc eae ed Be Se ves me eS hy, He eee ee 
OE ene Me. ee de ee ee hg ee ee ie eee ee ge OR ge ee ie ae Re i se ee oe 
i iene ¢ Sh aay Bees 2 a is SS hea ange com Ras a SA Ben ii see te alan Wai a te Re "saan es es a qs Neamt es ae ie oy me ” ee rey ey se oR. eee 
‘a ‘ : * > : -o * ee gt tO ae fete se tee * é ie eee an: ae. er 
i j F : se es > * ‘ie iadnianl a ee eee : a ag 
: a din aie 
ie SE | 
: Po | 
a nee «Pan | 
ae 
ee | 
Ry 4 ! 
4 po ee | 
ef ‘ \ 
: } 
‘ a ae 
a 
om ee Pe ' 
uF. P 
eee \ 
mee sss \ 
aa —— — 4 
Bey {4 
as Se as a (aes oe " “ oe pees | Sais " ‘ 
ey 
i é i a ee SIRES | MPO ER : + 
aay % Z th 
“ ie rae te ate (eae ag ; sacha S 
re ts 
ie : eee aaa 
ay ; -S awe 
ala Pie se ae. Pte. e eh ah i : j 
Seah a a ms Ears ¢ Gost Z : : bepage Ce Sonor mn Re 
sj : a 4 a aor ee Mi, a Pe iat 
nat ; ’ 4 * ” * 4 
a . ‘ae es ie ee ‘ re F 4 
ve } , oe hee fe a eo rs OE S| a 
4 be : jee 4 #. %. Me : A ae as aie: ie e he f Fs ee 
Et er B. 
2% of * = - - eS 
é : ie ; dg ‘ =... : ’ j 
a thd ee ? Sie 4 i ee Raed Fish ces | OE ee Se ret” gw Sain =" fie be i oes Ty as a5. Rous ie as ; 
— oh : es SS < 1% beh oe et Re saa a: 
aad . ; Ynles Se tc ag me 27 ES CT ee oes Ot Mae. b 3 , 
coke Arita e Nie TP sath‘ As % 4 Tt . a © pee 
ore. NMINEE SAIN TO 
pe iS i ; i - > 
er ‘ : a . 
| 4 wees . 
re 4 ’ ¢ 5 
lA /(WOTKE-WT0 f 2 
5 ‘ —— 2 
a ad's. 
é F] , i 
; Z 0 a 
i hnroudn Merchandise_4@ a ) 
sa ¥ - i se 
ig ‘ im ad 
= ¢ 3 ‘ Face t 
‘wile ‘ % | ‘ : , ¥. 
ie ~ 
7 
(es 
re ae 
iy 
se ; (JA°) An 
BS 
. a 
fe 
, y 
' 
1 
| 
| ‘* 
Be 5 Oe, 
ee a | 
“ ° 
= 
3 a 4 a . ' 
PHT hid poh i oe Soa ay * A eige Woes te a a wee fer tO a fe ee 5 si ; et Oe ie a . oes css : oft ‘ : - cee Ue at See by 
. ee RE nee beh: a aegt ve nt ee or % = ; Puen , ' ; E “ : rie es ptt nns, es ;: 5 Lavage ae ae es =a : 
aes me ee hae S GOI i i tes li nt es re Re Pees eye Sih Rae. 4 races ‘ : ee eS Se ae a : 
ons ee packer Tae a oe ee el Oo glee ae Ce oe : ee ae ae ee ee eg ee erg ee etc Mae 
ee ie Se a hs: ip ae: See a Sn Omaha Se ed Ga ee ae ee a tg aa Saree nae MI on aes Se hg apa ere. Set ae" 6 Sg Peierls ged se 2 a are Jee oe tA PES aca. cha 5h Ms 
eos ee. ee eee Be es Fo ee ee era ye = he Cr sth gtd SDS, Ue Taga et get pe oN ei pig) od a bot? = anes ee ee 
3 = Macs ary Rae ae ae Po ee ee ee nt ee ee at a ie ee ee ee ear ie Pe eee ee ee LN A ae AR ea Ny Ws Se a i tees Cae aie CN ne ae Ne ae ees Fake Pek ns ee We NR et We 


as an IDEA! 


ee ne a eS ee enn Re Ie ae ee eee ee 
rere ite Ne. i og i Se ee ee oo ee o ‘ae aa ore OE oe ous ne ce ote tte ee uJ 
— —— — i ee he 
hy 
Py mn as 
se 2 
a ony 
cs x oa a 
; / ae 
| 7 at 
! . SRE 
| t ™ ‘ ‘ 
t oe 
it e ss 
ere S no INg = 
ah ae 
ie ae 
ae ae 
LZ QQ ae pe, 
4 Y ee 
eee 
ae 
} ae 
4 Be : : 
| S - 
Nias 
i aetas 
recat 
ies 
Sania a 
eng 
q ae bi 
" 6! Care 
ee \/ D gi 
= pike 
\ ]/ \ ) E 3 yo 
i Iwas ies: 
a 
ER : ee 
a NE —_ : 
7 Sa Z et 
y a 
| \) eae 
J —— < 
C- ae 
aes Mt 
oo pe ae 
sagne 
- z ’ » la 
Z JA, 
i ee Ee | EP fl 6=6Ce fF a me Oh im : 
= ~ - ws ne | ae i « — 7 iS 
2 ] ZZ ——— oe e ~~ al - ae [A 
S— 
+: 
piel: 
a 
ae 
Chg Stee : fo . ‘ “we ; A i : +. 
; eae CEE aeeoae, 7 3 : G ; 5 “ ae 2 i = e s "i r i 4 . 4 . 
ee a ee ee ne ees a Se er aie her ae Ce he ae ore SR cen a 
Peer. eee)” Seay oe te eke eee nae Bo ieee gcse ee a ee Pie caine eae a ahs 4 Sot =a Te aeec. ae oe a Ein Pore a ae = 
Sg ‘pe: ' < Se eS Oe ea a ee eel en ee ra) clea we ets ee Le ee Se ge tae ene co) ae ar ee ee MO tags Pegs Ae ad. 


= More than a million people came out to see 
1957's newest home id 
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% million people saw the hor 
the idea-packed pé 


ee ne oc aay hago te To bring out the crowds—or ring upasale Gar 
Look at these figures —there’s nothing so powerful as an idea! by « 
from the 76 builders of the [dea Home Ideas are what people look for in Better . 1 
‘ Homes & Gardens all yearlong. And when Ide 
Fre cv comp po it comes to the newest home ideas in any ' swa 
: Total attendance... 1,060,263 H - 

1 Promotion dollars spent... $323,106 given year, one place they expect to find _ity 
Profitable leads for new sales... 1,516 them brought to life in is the Idea Home ter 
Kcsnassciitetieetiiinmeaiinasnania rt annually sponsored by Better Homes & __ tail 


FOR '58: A NEW CONCEPT! Idea people can’t afford ways 
to rest on their laurels. Exciting and stimulating as the Idea year 
Home promotion has always been, BH&G always looks for BHé 


:_ During the year... 4 ot America reads 
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me previewed in 


pages of Better Homes and Gardens 


Gardens and built throughout the nation 
sby operative builders. 

To see these ideas come alive in the 1957 
‘Idea Home, more than a million people 
' swarmed over builders’ sites. Their curios- 
ity had been whetted by the article (Sep- 
tember BH&G) describing the home in de- 
tail. But now they wanted a closer look! 


ways to make it more interesting, more of a crowd-puller from 
year to year. So, though it’s too early to take the wraps off 
BH&G’s Idea Home plans for’58, we can promise you some- 


S BHaG the family idea magazine 


4,350,000 COPIES MONTHLY 


ideas brought vividly to life! 


IDEA HOME 


Since Better Homes & Gardens can gen- 
erate interest so intense, action so immedi- 
ate, results so positive — isn’t it worth 
thinking about as a vehicle for what you 
have to sell? Remember—your customers 
never buy things. They always buy ideas! 
Put your ideas before them in BH&G— 
the idea book! 


thing new, different and exciting—the most flexible program 
we've ever offered. Look for details at the NAHB Convention, 
Chicago, beginning January 19. 


What about 
RESULTS 7 


ONE BUILDER SELLS 318 HOMES! 


See how a good local promotion gains 
effectiveness through being hitched to 
an idea in America’s biggest idea 
magazine. 


“1957 Idea Home promotion re- 
sulted in the heaviest traffic and 
greatest sales of any promotion to 
date. We’re accustomed to crowds, 
but this topped them all! Atten- 
dance, 115,000 first ten days. Sales 
all models, first ten days, 157 
homes. First 30 days, 318 homes! 
Advertising expenditures, 30 days, 
$43,000. All sales traceable to 
promotion. Delighted with re- 
sults.” 

JOHN LONG, Phoenix, Arizona 


OTHER BUILDERS CHIME IN: 


“OPENING ATTENDANCE 6500. TOTAL ATTEN- 
DANCE OVER 21 THOUSAND. PROMOTION OVER 
6000 DOLLARS. SIX HOUSES SOLD, 31 LEADS. 
MODEL HOME SOLD SECOND WEEK. BEST RE- 
SPONSE WE HAVE HAD ON HOME PROMOTIONS. 
LOTS OF COMPLIMENTS ON PLANS.” | 
—HOBSON J. CLOER 
FORT WORTH, TEXAS 


“OPENING DAY ATTENDANCE ELEVEN THOU- 
SAND. TOTAL ATTENDANCE EIGHTY-TWO 
THOUSAND. PROMOTIONAL COST NINE THOU- 
SAND. MODEL SOLD IMMEDIATELY. EX- 
TREMELY PROUD AND HAPPY WITH RESULTS 
OF SHOWING. PLEASE COUNT ON US TO PAR- 
TICIPATE IN YOUR FUTURE PROGRAMS.” 
~—KENNETH W. BACCHUS CONSTRUCTION CO. 
ST. PAUL, MINN. 


“FIRST SUNDAY 1800 ATTENDED, TOTAL OVER 
7000. ADVERTISING COST $668.00. TOTAL ESTI- 
MATE LOCAL PROMOTION OVER $3500.00. BH&G 
MODEL HOME SOLD. SEVEN GOOD LEADS, 
MANY PROSPECTS. WE FEEL IT WAS THE MOST 
PUBLICIZED, MOST SUCCESSFUL HOME PRO- 
MOTION EVER PUT OVER IN BOISE.” 
—J. WESLEY MITTON 
BOISE, IDAHO 


HOME FURNISHINGS RETAILERS 
JOIN IN THE CHORUS: 


‘1957 Idea Home promotion excellent. Possibly 
$5,000 sold as direct result. Expect another 
$10,000.” 


—J. P. KNIGHT, 
White Stores, Fort Worth, Texas 


‘‘We consider this one of our outstanding home 
furnishings promotions and feel it has inesti- 
mable long range prestige value. The house and 
all of its furniture were sold.” 


—FRED T. JOHNSON, 
Sanger's, Dallas, Texas 


“Considerable traffic, and much interest ex- 

pressed, particularly regarding curtains, carpet- 
ing and accessories.” 

—FRED BEUKEMA, 

Robinson Furniture, Detroit 


*‘We feel our participation has given us stand- 
ing in the community for good taste and dec- 
orating ability. People have come into the store 
and mentioned having seen our decoration of 
the Idea Home, then asked for help with their 


own problems.” 
—JOHN E. McCONNAUGHY, 
Joseph Horne Co., Pittsburgh 
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Gillette World 
Series TV Gets 
2 ‘Look’ Awards 


9 Out of 15 ‘Look’ 


by the judges. + 


36th ‘Art Directors Annual’ 
Records Award Winning Art 


nual” has been published by Far-| 
|rar, Straus & Cudahy, New York, | 
| for the Art Directors Club of New 
York. The 368-page bound book 


. contains reproductions of art con- | 
1957 TV Winners ‘tained in the Exhibition of Adver- | 


| tising, Editorial and Television Art! vp and named executive director|minimum size for full-color ads! to 1951. 


Won in ‘56 Also 


eligible for these awards; syndi-|& Design, 
cated shows were not considered | sponsored by the Art Directors|He succeeds Robinson S. Brown | jrently offers black and one color 
Club of New York. Sections on ad- | Jr., 
| vertising art and design, editorial 
|art and design, tv and the club’s 


plus special awards, 


annual report are included. Price 


The “1957 36th Art Directors An-| is $12.50. 


Johnson Named PR Head 

of Brown-Forman Distillers 
Marion M. Johnson, treasurer of 

Brown-Forman Distillers Corp., 

Louisville, has been promoted to 
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of personnel and public relations. | will be 1,000 lines. The Globe cur- 


who was named executive di- | on weekdays only. 
rector of sales Dec. 17, replacing 


J. Gordon Baquie, who brs: Rose to Montgomery Ward 


(AA, Dec. 23). William M. Rose, formerly vp 
. - in charge of operations and re- 
Globe’ to Offer Full Color |search of Foster & Kleiser Co., di- 

The Boston Globe will offer full | vision of W. R. Grace & Co., has 
r.o.p. color facilities on weekdays | | joined Montgomery Ward & Co. as 
and Sundays to advertisers, effec- regional operating manager of the 
tive June 1, 1958, upon completion | Pacific Coast region. Mr. Rose was 
of its new newspaper plant. The |associated with Ward from 1930 


New York, Jan. 2—Look’s 
eighth annual list of tv awards 
honored 15 programs, nine of | 
which were repeaters from the | 
1956 list. 

Newspaper tv critics and editors 
selected seven shows from CBS, 
six from NBC and two from ABC | 
as the best of the 1957 crop. One| 
of the NBC telecasts, the Gillette- | 
sponsored World Series, got two 
awards—one as the best sports 
series, the other as the best special | 
program. 

“Omnibus” (Aluminium Ltd. and 
Union Carbide on NBC) and Bish- 
op Sheen’s “Life Is Worth Living” | 
(ABC) were winners in the edu-| 
cational and religious categories 
respectively for the fifth straight 
year. Bishop Sheen was named de- 
spite the fact that he decided to 
leave tv early in 1957. } 


s Other repeaters from 1956: “Dis- 
neyland” (Derby Foods, General 
Foods, General Mills, Reynolds 
Metals; ABC)—children’s series; 
“See It Now” (Pan American 
World Airways, International Tele- 
phone & Telegraph; CBS)—public 
affairs series; “Perry Como Show” 
(several sponsors; NBC)—musical 
series; “I’ve Got A Secret” (R. J. 
Reynolds, CBS)—quiz or panel 
series; “Phil Silvers Show” (P&G, 
R. J. Reynolds; CBS)—situation 
comedy series; “Alfred Hitchcock 
Presents” (Bristol-Myers; CBS)— 
half-hour dramatic series, and 
“Playhouse 90” (several sponsors; 
CBS)—hour-or-more dramatic) 
series. 

Other winners: “Jack Benny 
Show” (American Tobacco; CBS) 
—straight comedy series; “Green 
Pastures” (Hallmark; NBC)—best 
single dramatic show; “Edsel 
Show” with Bing Crosby and 
Frank Sinatra (CBS)—best single 
musical show; “Steve Allen Show” 


(several sponsors; NBC)—best 
variety series, and Jack Paar’s * 
“Tonight” (several sponsors; 


NBC)—best novelty series. 
Only network programs were 


EL PASO 


MILK 


Strike which would cut off New 
York's milk supply is covered by 
exclusive interviews with adamant 


Jazz as explained by high priest of . 
music luminaries interviewed: 
- Horne, Handy and Lombardo. 


“MISSING — 


= ‘Leng teland tently tamente the. ae 
_ lossof its pet penguin. “This Is New 
ork” helps find her. Reward : pet 


Penguin bites announcer Dugan, — 
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Largest Geographical 
Market in the Nation 


Covered exclusively by 
Two Separate Papers 
ONE LOW RATE-33c LINE 
... BUYS BOTH 


gh +a | — Cc imes 


bE Paso Herald iP 


labor and management officials. 


“THIS 1S NEW YOR 


ae AOE Game, Vali: 


she gives rare, on-air appraisal of 
Actors’ Studio, her cooking and her 4 
ambition to play role of Grushenka. 
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0-Cel-0 and Ivalon Gain Market 
Share in Synthetic Sponge Boom 


41 


| with many other devices for clean- | ket. jconsulting capacity. 

| ing—including to some extent such| Leader in this field for the past} Along with this integration 
|reliables as outworn flannel shirts. | several years has been the O-Cel-O|O-Cel-O is dropping its distribu- 
| Then too, a fair number of synthe- | sponge, originally made _ by|tion through food brokers and is 
| tic sponges are sold with handles, | O-Cel-O Inc., Buffalo, which was| turning the job over to the 900-man 
as mops or the like. (The O-Cedar | merged in 1953 with General Mills. selling organization of the grocery 
cellulose sponge cleaning apparatus|O-Cel-O operated as a separate products division. 


(Continued from Page 2) 


the Sponge & Chamois Institute, the 


natural sponge trade association— 
which ought to know. 


industry, an industry which in 1956 

|rang up sales of about $25,000,000, 
| exclusive of natural sponge sales. | 
| 


line of American-Marietta Co., 
Chicago, is a leader in this field.) 
But in the main, the household 
sponge market involves hand-size 
absorbent multi-purpose cleaning 


division of the company until Sep- | 
tember of this year, when it was 
absorbed into the company’s big 
grocery products division. William 
Howlett, formerly general manag- 


General Mills says the distribu- 
tion switch was made “to give 
the company greater marketing 
strength on its sponge in the gro- 
cery field and should result ulti- 


The result is an almost wholly ® Strictly speaking, of course, all| devices without handles—histori-|er of the O-Cel-O division, con- | ™ately _in stepped-up produc- 
new synthetic household sponge ‘types of sponge are in competition | cally the old natural sponge mar- | tinues with General Mills in a “".--- 

This seems to bear out to some 

extent trade speculation § that 


O-Cel-O is worried about an ap- 
|parent slip in its percentage of 
|market in the past couple of years. 
|A. C. Nielsen & Co. reports show 
O-Cel-O held about 39% of the 
|market in 1955 and slipped to 
|37.7% in 1956. It may have slipped 
| down to 36% or lower in 1957, due 
}in no small way to the tremendous 
|advances made in 1957 by Simoniz 
|Go.’s Ivalon. 

| Through Dancer-Fitzgerald- 
|Sample’s New York office, General 
Mills spends about $500,000 adver- 
tising O-Cel-O sponges. About 
$125,000 of this goes into newspa- 
pers, another $84,000 to magazines 
and $40,000 additional is spent in 
magazines on Chem-O-Cel sponges, 
a variety of O-Cel-O sponge im- 
pregnated with cleansing agents, 
for washing cars, etc. 


GLAD TO GIVE YOU 
A FEW MINUTES OF | 


| No. 2 in the market today—and 
the No. 1 advertiser—is the Ivalon 
sponge, the only polyvinyl sponge 
on the market, since Simoniz Co., 
its maker, holds a patent on it. 
|Ivalon, like O-Cel-O, started out 
‘as an independent but was bought 
up by a bigger company as the 
_ sponge market began shaping into 
,a good size business. Originally 
made by Ivano Inc., Ivalon was 


IBEEN---INTERESTING-- 
jacquired by Simoniz in February, 


= HOW AMUSEMENT IS 
NED TOSUCHAVAST PLAYBOY 
ee Si ' : : e's : ‘yx " ve a | Ivalon’s share of market, accord- 


NK YOU, MR.RAPP! 


‘ ! 
» |ing to Nielsen, was about 12% in 


114 1955 and about 9.7% in 1956. Since 
: BR | late 1956, however, Ivalon has been 
to ‘ doing a big advertising job on its 

' sponges and is now believed to hold 
jabout 33% to 34% of the market. 


= x are |Evidences are that Ivalon’s gain 
PL AYB Oo a ‘has in part represented O-Cel-O’s 
remeninetai Wea ¢. 2/ \loss, but even more the loss of Du 

sae Ds aaa oe aD aS S |Pont and other competitors. 
se qe" 5 | One possible reason, aside from 
|its big ad drive, why Ivalon has 
‘prune able to shoot ahead in the 


sh 


_ Jersey Governorhetells“ThisisNew 
_ York” he is“*pleased, not surprised” — 
by his nationally-significant victory. 


Al Capp talks about the lampooning 
of “Li'l Abner,” by rival comic “Mary 
Worth.” Capp counterattacks, pic- 
tures little lady as “Mrs. Worm.” 


MAGAZINES 


Lae 


MOTORMAN 


Om-the-spot coverage of Bronx 
subway crash, including tapes 
of emergency amputation allowing 

_ motorman to be freed from his cab. 


> 


MONDAY THRU Give Your Prospects This 
FRIDAY 


9:30-10:30 PM | New HANDI-KUTTER” 


NWCBS RADIO: 


| Reporters Jim McKay and Dave Dugan attack New York’s news 


| stories with vigor and excitement. They can do the same for your sales stories. — 

Click! 
| When they do, you'll get audience attention, faith and response. panty tae 20 ge st 
} 


Wonderf ul. opening cartons, 
and all kinds of trimming or clipping 


jobs around the office, shop, or home. 
Low Priced! FREE SAMPLE 
and quantity price list upon request 


KENWORTH MANUFACTURING Co. 
12315 W. Lisbon Ave. @ Milwaukee 10, Wis. 


Represented by CBS Radio Spot Sales 
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sponge race has been the unwill- 
ingness—until lately—of the cellu- 
lose manufacturers to acknowledge 
non-cellulose sponges, like Ivalon, 
part of the synthetic sponge busi- 
ness. Ivalon sponges do have a dif- 
ferent appearance, weight and tex- 
ture and different performance 
properties than natural or cellu- 
lose sponges. This makes a lot of 
difference to semanticists but not 
much to housewives, many of 
whom are attracted by Ivalon’s 
light weight, colors (yellow, pink 
and green, in that order) and re- 
sistance to stains. 

Simoniz, through Young & Rub- 
icam, spent about $600,000 in 1956 
in advertising Ivalon sponges— 
about half of it in spot tv. Tv and/| 
newspapers account for most of the | 
remainder. The 1957 budget is} 
known to be also about $600,000. 


currently is probably held by Ny- 
longe Corp., New York, with Du 
Pont close behind. 

Nylonge, which makes a cellu- | 
lose sponge, held 7% of the market 
in 1955 and 24% in 1956, accord- 
ing to Nielsen, and Nylonge be- 
lieves it has gained at least a few 
percentage points in 1957. 

The company extended its dis- 
tribution to major West Coast mar- 
kets in 1957 and is now sold na- 
tionally. 

Despite its market position, Ny- 
longe does no national advertising 
but does give cooperative adver- 
tising allowances to distributors, 
based on a fixed percentage of pur- 
chases. The distributors have been 
using newspapers primarily, with 
some radio and tv thrown in. 

Du Pont, one of the earliest U.S. 
producers of cellulose sponges, 
slipped from 20% of the market in 
1955 to 19% in 1956, according to 
Nielsen, and is believed to have 
slipped much further in 1957. Du 
Pont itself is saying nothing about 
its market position or any other 
phase of, its sponge activity. 

Through Batten, Barton, Dur- 
stine & Osborn, Du Pont in ’56 
spent $133,248 in measured media 
to promote its sponges—$74,190 in 
general magazines and $59,058 in 
newspaper sections. 


s The No. 3 spot in the Ped 


® The remainder—10% at most— 
of the synthetic household sponge 
market is split up among a dozen 
or more companies, many of them 
cellulose sponge manufacturers 
who distribute regionally. Also in’ 
the market to a limited extent is 
B. F. Goodrich Sponge Co., Shel- 
ton, Conn., which makes cellular 
rubber sponges for household use. 

Another factor in the market, 
though a small one, consists of the 
polyurethane sponges that have ap- 
peared on store shelves in recent 
years. The first of these low-cost 
sponge-like materials were actual- 
ly manufactured in Germany, not 
as sponges but as packing material. 
Enterprising marketers cut this up, 
packaged it and periodically flood- 
ed East Coast and later West Coast 
markets with an extremely inex- 
pensive sponge-like commodity. 
This operation provided only occa- 
sional nuisance competition to the 
conventional sponge manufactur- | 
ers. 

Later, however, Curtiss-Wright 


Corp., Wood-Ridge, N.J., put a| 
high-grade polyurethane sponge on 
the market. The sponge, called 


Dura-soft, is made of Curtiss- 


Want Information? News? 


Burrelle'’s will supply clippings 
from daily and weekly newspo- 
pers—national, sectional or loca! 
— magazines, trade-papers 


Est. 1888 
PRESS CLIPPING BUREAU 
phone BA 7-5371 
165 Church St., New York 7, N. Y. 


jretailing in 


Wright’s Curon and is one of a 
group of Curon products for which 
the company plans a $4,000,000 
promotion program in 1958. The 
program will broaden the distribu- 
tion, sales and promotion of all 
Curon products. 

Burke Dowling Adams, 
clair, NJ., is 
agency. 


Mont- 
Curtiss-Wright’s 


® Until a year or two ago the ma- 
jor battle grounds of these sponges 
were hardware and drug stores, 
which have always been the major 


outlets for real or _ synthetic 
sponges. In the past couple of 
years, however, grocery stores 


have been taking over more sponge 
their ever-growing 
non-food departments. 

It will probably be in the grocery 
stores, according to sponge trade 
sources, that sponges may gain a 
solid footing on shopping lists. Un- 
like hardware and drug stores, the 
reasoning goes, grocery stores have 
enough room to carry several 
brands of sponges to make up a 


sponge section. 
At least part of the job of popu- | 
larizing sponges generally, mean- 
while, is being accomplished in 
some novel ways of distributing 
or using them. 
e Because of their relatively low 
price, synthetic sponges are a natu- 
ral premium with two or three cans 
of cleanser or other cleaning ap- 
plication. 


e Synthetic sponges are being im- 
pregnated with cleaning solutions, 
dried, then sold as a cleaning con- 
venience item. General Mills’ 
Chem-O-Cel sponges are of this 
type. Car washing and other clean- 
ing solutions are soaked into the 
Chem-O-Cel sponge so the users 
need add only water. 


e The pressed sponge—a ceilulose 
sponge pressed flat that can be 
expanded to natural size by wet- 
ting—is the newest sponge gim- 
mick. Advertisers have been quick 
to use these pressed sponges as 
printing surfaces for ads that can 
be given away, mailed or dropped 


in mail boxes. When the user dips 
it in water, it expands and usually 
the printed message remains read- 
able through at least several us- 
ings. 


# While all this is going on in the 
synthetic sponge field, however, 
the natural sponge people have 
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to know, use natural sponges. 
Synthetic sponges have, of 
course, already taken aver most of 
the sponge market. But according 
to the Sponge & Chamois Institute, 
the market has expanded so great- 
ly in the past decade that even 
the small portion held by natural 
sponges has meant an expanded 


been working to regain at least| Unit and dollar volume for natural 


some semblance of a market share. | SPonges. 


The institute’s members 


For one thing, the natural sponge | Mow are contemplating an industry 


age their sponges moist inside 
sealed polyethylene bags, a tech- 
nique that some of the synthetic 
companies have used with much 
success. 

Biggest market advantage for the 


| natural sponge stems from its hold 


on professional users of sponges— 
car washers, wall washers, decora- 
tors and the pottery trade. These 
are areas where natural sponge 
quality cannot be sacrificed in any 
way for price. This gives natural 
sponges a tremendous potential 
promotional copy theme: That pro- 
fessional sponge users, who ought 


|marketers have learned to pack-|Promotion drive to expand their 
|share of market. How they can do 


this in the face of the value-to- 
price ratio favoring synthetics re- 
mains to be seen. + 


Mosely Heads List Brokers 

Jim Mosely, Mosely Mail Order 
List Service, has been named presi- 
dent of National Council of Mailing 
List Brokers. Other officers elected 
for 1958 include Jack Oldstein, De- 
pendable Mailing Lists Inc., vp; 
Eileen Bennett, Archer-Bennett 
List Service Inc., secretary, and 
Edith Crane, Names Unlimited Inc., 
treasurer. 


NOW IT’S OFFICIAL! Eugene Gilbert 


ted eat cea 


Americ 


wo 


rg 


We suspected it. Now the most comprehensive study of young men ever 
completed proves it: Motor Trend, Motor Life and Hot Rod...the “Big 
Three” of the Petersen Automotive Group...are read by more 18-25 year 
old men than any magazine in America, bar none! Even better, one page 
in the P.A.G. costs 85% less than a page in the magazine that delivers 
America’s second largest audience of young men. We know it sounds 
amazing, but we have the facts to prove it. Write for them today. 


61% of P.A.G. readers 
buy new cars. 
(Non-readers: 50%) 


CIGARETTES 
70% smoke one or more 
packs of cigarettes per 
day. 


pee 


pe 


88% purchase their own 
shampoo. 
(Non-readers: 40% ) 


aa. 


drinks per week. 
(Non-readers: 


SOFT DRINKS 


53% consume 4-15 soft 


30%) 


CLOTHES 
94% buy suits by brand 


name. Dress shirts —95% 
Belts —88% 
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Station Rep Group 
Okays New Form for 
Broadcast Orders 


New York, Dec. 31—In an ef- 
fort to simplify spot radio and tv 
buying, the Station Representa- 
tives Assn. has approved a new 
standard form for broadcast orders. 

The association hopes this form, 
which was drawn up in coopera- 
tion with the Four A’s committee 
on broadcast media, will become 
the accepted one for the industry 
generally. It is designed to cut 
down on paper work and to sys- 
tematize the spot contract pro- 
cedure which frequently lags be- 
hind the actual spot campaign. 


= The December meeting of the 
association elected officers for 
1958. Richard O’Connell, president 
of Richard O’Connell Inc., was 
named secretary. Other officers 
were re-elected. They are Frank 
M. Headley, president of H-R Rep- 


ono. 


y ee 


vip—A cup dispensing tray for “Very important people, patients, 

patrons, parties and presents” has been developed by Lily-Tulip 

Cup Corp. The plastic tray holds any standard carafe or pitcher 
and stores a supply of Lily cups. 


Peters, president of Peters, Griffin, 
Woodward, vp, and Eugene Katz, 
president of Katz Agency, treasur- 
er, # 


Eaton Names Agency 
Charles A. Eaton Co., Brockton, 
Mass., has moved its ad account to 


Heineman, Kleinfeld, Shaw & Jo- 


resentatives, president; H. Preston ;seph Inc., New York. Eaton, which 
manufactures golf shoes, had been 
with Harvey A. Ford Co., Brockton. 


Breen Joins Ray Barron 


Nancy Breen, former advertising 
manager of Bennett Publishing 


Co., has joined Ray Barron Inc. 


Boston, as media and traffic direc- 


tor. 


Singer Adds New 
Incentive to Yearly 
Sewing Contest 


| New York, Dec. 31—It’s Singer 
| sewing contest time again. With the 
arrival of the New Year, the com- 
pany starts promotion of its third 
annual $125,000 contest for women 
over 18. 

“Tempting extra prizes” for the 
| younger entrants have been added, 
and the company expects an “un- 
precedented” number of women to 
enter the 1958 competition. The 
|past two contests averaged about 
'50,000 entrants each. 

This year there will be 35 final- 
ists—two more than heretofore— 
and a new young homemaker divi- 
sion with special prizes has been 
added. 

This new division—added as an 
extra inducement for women aged 
18 through 25—will offer a first 
prize of $5,000; second prize, $2,- 
500; third, $1,500; and fourth, $1,- 
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fase she 1958 
SINGER *125.000 Sewing Contes 


SEWING TIME—With this b&w page 

in the Dec. 23 Life, Singer Sewing 

Machine Co. opened its third an- 
nual sewing contest. 


000, which can be won in addition 
to the regular contest prizes. 


s In other respects, the contest 
will be run much as before, start- 
ing with entrants enrolling in home 
dressmaking courses in their local 
Singer Sewing Centers, and cul- 
minating in a grand-prize sew-off 
in New York for the 35 finalists. 

Advertising scheduled includes 
b&w insertions during January, 
February and March in Family 
Circle, Ladies’ Home Journal, Life, 
Look, Woman’s Day and the five 
pattern books: Advance, Butterick, 
McCall’s, Simplicity and Vogue. 

In mid-May, Singer will start 
promoting its sixth annual teen-age 
dressmaking contest. In 1957, a re- 
cord enrollment of 54,066 teen- 
agers was achieved—in comparison 
to the 20,000 signing up for the first 
contest in 1953. 

Young & Rubicam is the agen- 
cy. # 


Mcllhenny Heads Ketchum’s 
New Washington Oftice 

J. William MclIlhenny, account 
executive with Ketchum, MacLeod 
& Grove, Pittsburgh, has been ap- 
pointed manager of the agency’s 
recently opened branch office in 
Washington. The office is located 
temporarily at 726 Jackson Place, 
N.W. The Washington branch is 
being set up to handle American 
Aviation Publications, Air Trans- 
port Assn. and other accounts in 
the area. 
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, In any market only 
one newspaper is 


4 Newspaper Number One 
; In San Francisco it’s The Examiner : 
\ of the total advertising ; 


published last year in 
San Francisco’s four newspapers 
appeared in The Examiner. 


The Examiner published more 
than 32,000,000* lines of full run 
advertising at full run rates... 
11,800,000 lines more than 
its nearest competitor. 


Win 


More circulation in northern Californie 
than any other newspaper: daily or Sunday. | 


The San Francisco Examiner 


*Media Records REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. COPR. 1957 H. PC. Inc., S. F. Examiner Div. All rights reserved. 
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THE NATIONAL NEWSPAPER OF MARKETING 


Systems, Not Companies, Will Be 
Industrial Sales Targets of Future 


Tomorrow’s industrial markets will not be single companies but com- 


plex industrial “systems,’ 


in which the work of many companies will be 


coordinated to produce intricate new consumer products and services for 
Mr. Man-in-the-Street. So says Dr. Saxe Dobrin of North American Avia- 
tion, rocket engine manufacturer, who foresees that, without the “systems 
concept,” individual companies may not be able to operate profitably in the 
complicated industries of the future. His ideas on the subject are reprinted 
here from the November, 1957, issue of Industrial Marketing. 


By Dr. Saxe Dobrin 
Preliminary Design Section 
of the Rocketdyne Division, 
North American Aviation, Los Angeles 


Each year Mr. Man-in-the-Street buys 
more toothpaste, sends more Christmas 
cards, attends more sports events and 
takes more trips to country resorts in his 
late model automobile. He and his family 
live in a nice home and they have many 
useful appliances and tools to make life 
easy. The family has closets filled with 
clothes and the nearby market has plenty 
of food to eat. 

Mr. Man-in-the-Street comes by these 
things through an economic system which 
establishes a variety of trade practices, 
customs and channels of distribution over 
a long veriod of time. Its business and in- 
dustrial pattern is intertwined with social, 
regional and political affairs. 


s At one time, a new product could be in- 
troduced into this system by the simple 
expedient of offering it for sale. Its first 
customers would be those who could af- 
ford to pay a high price for a product not 
fully perfected. At the same time the 
product was market tested and improved, 
other developments in the business and 
industrial system would encourage more 
customers to use the product, until even- 
tually the product became installed as a 
part of everyday life. 

Today the introduction of a new product 
may be much more complex. Though the 
product may be a boon to all mankind, Mr. 
Man-in-the-Street is not able to use it un- 
less new types of related products are of- 
fered by other industries at the same time. 
Or perhaps a special public improvement 
is needed before the product can be used. 
For most new products there are bound to 
be problems of servicing, financing, com- 
pliance with laws and statutes, disposi- 
tion of scrap or waste, adapting to exist- 
ing merchandising customs, packaging for 
shipment, and fixing liabilities for haz- 
ards. 


Brave New Business Pattern 

The profit potential for any one item 
may not justify the effort to the manufac- 
turer. However, done cooperatively under 
a unified management, a number of new 
products and service enterprises can be 
introduced together as a new “industry.” 
This approach has come to be known as 
the “systems concept.” It. implies that a 
new pattern of business enterprise be de- 
veloped and that in the new pattern of 
business enterprise there will be new peo- 
ple, new service organizations, new busi- 
ness practices and new terminology. 

The Air Force adopted the systems con- 
cept for the procurement of advanced 


weapons. It had come to realize that to 
operate new types of aircraft and guided 
missiles it would also have to provide new 
airfields and launching sites, factories to 
manufacture special fuels, service centers 
to keep the equipment in repair, schools to 
teach new skills to the operating crews 
and the development of a host of minor 
specialties which were never needed be- 
fore. Thus the Air Force no longer buys 
new products, but rather systems of new 
products. The task of provisioning a wea- 
pon system requires the effort of many 
unrelated business firms. By working to- 
gether through a central management the 
job is done on a scale which could not be 
done alone. 

Civilian joint-venture undertakings are 
not easily organized on a comparable scale 
because of antitrust laws, although the 
practice is now common in the construc- 
tion industry. However, a way which is in 
keeping with our traditions, but which has 
not been fully exploited, is to form public 
bodies which subsidize the development 
costs in return for operating revenues. 


# In his role as consumer, Mr. Man-in- 
the-Street already receives many of the 
luxuries and comforts of life through pub- 
lic institutions. They give him parks, rec- 
reation spots, streets and highways. They 
hold community festivals and parades. 
They provide television programs. They 
operate public schools. They give him li- 
braries, museums and monuments. They 
build churches, assembly halls and public 
buildings. They help him when disaster 
strikes his community and they defend 
the country against enemies. Of course, 
Mr. Man-in-the-Street is not always sure 
who they are. 

They, of course, are public institutions 
managed and administered by responsible 
citizens. The public institutions may be 
supported by taxes or they may get reve- 
nue from the services they offer. The pub- 
lic bodies may be large or small, and there 
may be competition among some of them. 
Regardless of the circumstances which 
lead to their formation and continued op- 
eration, they have one feature in common: 
each one manages some sort of activity 
that Mr. Man-in-the-Street would find 
impractical to operate for himself. 


Like Public Utilities 

These bodies do not have to be branches 
of government, though they will work 
closely with government. They may be 
clubs or societies or non-profit founda- 
tions. They might be non-profit corpora- 
tions with boards of directors elected pub- 
licly. Whatever the arrangement, their 
purpose will be to operate a “system” in 


an area of technology which is not now 
exploited. They will be comparable to 
public utilities systems now existing. 

These public bodies will be the custom- 
ers to whom manufacturers will sell their 
future new products. Consider, for in- 
stance, the conversion of sea water to 
fresh water. The need for this will be 
great within a few years, since there are 
no more natural supplies available, yet 
our population continues to grow. The 
conversion plants will require new types 
of process equipment, special apparatus 
and supplies. Development is in its early 
stages. The main obstacles are not engi- 
neering or technical, but are the problems 
of forming “customers” or taxation dis- 
tricts which will support the necessary 
engineering development prior to routine 
operation. 


s Another area of technology is the direct 
use of solar energy for space heating. As 
fuel costs rise, the investment needed for 
solar heat storage and collection equip- 
ment will become increasingly attractive. 
From our estimates of fuel resources and 
future needs, it is in the public interest to 
divert the fuel now used for space-heating 
so that it can be used for power for trans- 
portation and for industrial processes. 
Climatic conditions in the southern part of 
the U.S. (below the 37° latitude), are 
suited for solar space heating. It is in this 
region that the greatest population in- 
crease is expected. However, to effective- 
ly use solar energy, a coordinated effort is 
required. New types of structures and ap- 
paratus must be developed. Financial re- 
sponsibilities and property rights must be 
established. In the midst of this effort will 
be suppliers of all sorts of goods and serv- 
ices. The best approach must be taken to 
reach the desired goals in spite of conflict- 
ing interests. 

Still another systems effort will be 
weather modification. It is no longer a 
surprise to the present generation that we 
will soon be adapting the weather to make 
it do what we want. Cloud-seeding has al- 
ready become an established activity, pro- 
viding rain for drought areas and increas- 
ing the hydroelectric reserves for public 
utilities. Weather engineering projects 
will become tremendous customers for 
new goods and services. Congress has re- 
ceived the reports from the President’s 
Advisory Committee on Weather Control 
and will authorize the National Science 
Foundation to begin weather engineering 
operations. 


s Similarly, unified efforts have been or 
will be created for air-pollution-abate- 
ment, world’s fairs, advanced education, 
public health, and disaster relief. Each ef- 
fort will be a vast market for products. 

However, before a public body is creat- 
ed for any of these projects, careful con- 
sideration must be given to such matters 
as property rights, license arrangements, 
administrative procedures, personnel re- 
lations, program plans, support of techni- 
cal studies, related research, budgets, op- 
erating site locations and relationships 
with contractors and vendors. 

The management body must be granted 
the authority to develop its “industry” or 
area of technology and to recover its costs 
through an appropriate source of revenue. 


The organizations will be guided by quali- 
fied men who are responsible to the pub- 
lic. he, 


Companies Act Jointly 

Thus, in making long range plans for 
product research and product develop- 
ment, a company should take into account 
that it will ultimately sell the products in 
a joint action with other firms. The gross 
features of one company’s products may 
have important effects on the usefulness 
of some of the others. A little change in 
one item might make a valuable economy 
in another. Because of this, the systems 
concept might affect a company’s internal 
affairs. The financial, purchasing, ac- 
counting, personnel and advertising de- 
partments may or may not be affected. 
The sales department, of course, would 
quickly adapt itself to the needs of its new 
customers. The production men will al- 
ready be familiar with systems operation, 
for it is really nothing more than the ap- 
plication of industrial engineering prac- 
tices on a larger scale. 

However, it will be in the research de- 
partment that there will be the greatest 
awareness of systems operation, for it is 
that department that is concerned with 
the company’s future activities. The re- 
search department must devote itself to 
applied systems research, just as it does 
to applied product research and applied 
process research. By exploring the less 
obvious features of a system, opportuni- 
ties for improvement will be disclosed. 

Right now is not too soon to begin sys- 
tems research. Just as there is an entire 
spectrum of physical research ranging 
from fundamental research through ap- 
plication, evaluation, development and 
testing, there is also a spectrum of systems 
research. 


s First of all, it is a topic in its own right, 
still new and unexplored. Systems are 
“intangible organisms.” An understand- 
ing is needed of the inter-relations and 
interconnections between the segments of 
a system, the role of communication and 
organization, criteria for optimum condi- 
tions and the effects of variables inside 
and outside of “intangible organisms.” 

Applied research, of course, discloses 
useful or profitable peculiarities of a sys- 
tem. At the development level, systems 
research becomes closely related to prod- 
uct research. Subsequent exploitation of 
systems and products then go hand in 
hand. 


= As we pass through the next several 
years, and the systems. concept grows 
stronger within us, there will be many 
conflicts in the business and political are- 
na. However, our economy continually 
expands and our standard of living gets 
brighter. When a new plateau is reached, 
with a standard of living that now seems 
inconceivable, we will look back at our 
present business methods and activity as 
being rather crude. 

The transition to new business patterns 
may work some hardships and create tem- 
porary misunderstandings. Still, the sys- 
tems concept seems to have worked out 
very well among contractors to the armed 
services. There is no reason to believe that 
it will not also work well for the people 
who supply Mr. Man-in-the-Street. # 
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Salesense in Advertising ... 


How Advertisers Select an Agency 


By James D. Woolf 
Advertising Consultant 


A friend of mine, an agency executive, 
recently studied a mass of printed mate- 
rials—trade paper articles and reports of 
speeches—in regard to specific considera- 
tions determining the selection of an agen- 
cy by an advertiser. 
Listed below, in order 
of importance as my 
friend sees it, are the 
factors most predomi- 
nant in the material 
studied. 


e Honesty and integ- 
rity. Many of the ad- 
vertisers reported on 
stressed the importance 
of agency trustworthi- 
ness. Among other 
things, they resent such things as the 
promise of a vast staff of personnel to 
service the account, which they know can 
never be delivered. 


James D. Woolf 


e Experience in the advertiser’s field. 
What has the agency done for other ad- 
vertisers marketing similar or closely re- 
lated products? Positive data on success 
stories in the advertiser’s field are usu- 
ally listened to with great interest. 


e Personnel on account. Agency should 
outline the qualifications of the persons 
who will actually work on the account. In 
some instances, personal interviews by the 
advertiser and these people are desirable. 


e Agency’s clientele. It is often desirable 
for agency to present specific data on its 
success with clients in other fields, prov- 
ing versatility and all-around creative 
ability. Testimonials from other accounts 
are usually effective. 


e Importance of account. Prospective cli- 


ent often must be assured that his account 
will get top-level attention from the agen- 
cy. How will his billing of, say, $300,000 
compare in importance with the agency’s 
blue chip multi-million dollar accounts? 


e Sound reputation of the agency. Is the 
agency financially sound, well-managed, 
and generally efficient and capable? 

e Research and marketing ability. Does 
the agency reflect a sales-minded atti- 
tude? How extensive and able are its re- 
search and marketing facilities? Depend- 
ing on the type of account, how well is 
the agency equipped to solve regional and 
sectional marketing and merchandising 
problems? 


e Creative ability. What is the agency’s 
record in creating successful motivating 
copy themes? Frequently, depending on 
the product and the problem, this consid- 
eration is of Number One importance. 
There is no denying that agencies often 
lose accounts because they have not been 
able to produce a copy theme satisfactory 
to the client. When an advertiser’s sales 
are slipping, he has little interest in the 
integrity of his agency and its reputation 
as a well-managed organization. There is 
no denying also that few agencies, if any, 
are above submitting speculative ideas to 
prospective clients. 


e Organization of agency. Of some in- 
terest are departmental facilities, billing 
procedure, etc. 

Well, that’s the list. It represents sev- 
eral days of library research by my friend. 

Agency service, as defined by the Four 
A’s, consists of interpreting to the public, 
or to that part of it which it is desired to 
reach, the advantages of a product or serv- 
ice. The agency’s skill at “interpreting” 
should be the heart and soul of its solicita- 
tion of a new account. + 


Looking at Radio and Television... . 


Triple Spots Cheat Sponsors 


By the Eye and Ear Man 
Several evils have beset the television 
industry which need attention if the me- 
dium is to continue to be strong. Some of 
these have been pointed out here—some 


are new: 


Evil 1: triple spotting. It would appall 
readers of this column if call letters 
of all the stations which offered a third 
spot between programs in Class A time 
were to be listed here. Their reputation is 
good and the owners are men of high es- 
teem. In practice they are a greedy lot. 

In the beginning, there were 30 seconds 
between one nighttime show and the next. 
Three seconds of the advertiser’s 29 min- 
utes and 30 seconds was used by the net- 
work to identify itself and to give the 
AT&T time to switch and the stations 
time to identify themselves. 

At first only a short 15-second an- 
nouncement was used to link two pro- 
grams. Then the station began giving time 
announcements and that shortly led to 
the present 20-second and 7-second spots 
known as IDs. Although many advertis- 
ers object to double-spotting, they accept 
it now. 

When there were single-station mar- 
kets, monopoly stations often managed to 
force in extra IDs by covering cast credits 
and network identification. Then the net- 
works began using a little more time at 
the end of a program in order to plug an- 
other program. This has sneaked up in 
length until it is now seven seconds in 
most cases. And here the trouble began. 

It is now simple for a station manager 
to “borrow” a little time from the closing 


of a program, cast credits, teasers for next 
week’s shows, network identification and 
cross-plug for some other network show, 
and even the show and sponsor identifica- 
tion that opens the following show. This 
bit of thievery is entirely illegal since con- 
tractually the station is selling the ad- 
vertiser 29 minutes and 30 seconds for a 
given sum of money. 

The irresponsible station manager now 
takes this time and divides it into two 20- 
second spots running from 29: 15-29:35 and 
29:37-29:57, and an ID running from 29: 
59-30:09. In some cases, by snipping a 
little more off both ends of the shows, 
the demons can squeeze in a third 20- 
second spot. 

There have been reports of a sponsor’s 
message in the middle of a show being 
covered by local announcements, but this 
practice has certainly not been common- 
place, and few cases have been verified. 

All this leads to alarm on the part of an 
advertiser that his most expensive medi- 
um from an out-of-pocket point of view is 
being reduced in real effectiveness. And 
indeed it is. The advertiser then asks what 
he can do about it. 


® The answer is clear: 

Find out who the culprits are and stamp 
them out by prosecuting them for breach 
of contract, or withhold the money due 
them, pending an adjustment based on 
the amount of commercial time lost. Urge 
the networks to cast the black sheep out. 
Since there are now multiple-station mar- 
kets no one station is any longer able to 
be labeled indispensable. 


Advertising Age, January 6, 1958 


The Creative Man’‘s Corner... 
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the advertiser than to the consumer. 


Keep the Excitement Alive 
NEW! The only toaster that’s an'oven’ too! 


The new General Electric Toast-R-Oven makes pertect toast “upstairs” or 
“down.” Heats bread and rolls, toasts buttered bread right at the table! 


Tecting ote warm op Lene hetnne ene tenet «Lite tenet haere tenes  S. Feneted ar aniind chews 


GENERAL @@ 


As has been said several times before in this space, there’s nothing that 
so brightens up an ad as a really new feature in a product. 


Here is GE with a toaster that does a long-needed job—keeps already- 
toasted bread warm until it’s ready to be consumed. And it explains this 
feature in unmistakable, unforgettable English: “Makes toast ‘upstairs’ to 
any delicious shade you want. Keep it warm ‘downstairs’ in the oven.” 

We find, looking back, that this column has had kind words for GE adver- 
tising more frequently than for any other advertiser—and sound, convincing, 
helpful and informative ads such as this one are the principal reason why. 

All of which brings us back to our original statement—that nothing so 
brightens up an advertisement as a really new feature in a product. All of 
which leads us to wonder why a writer, sitting down to create a prose poem 
about a product, doesn’t say to himself, “What would I say if the outstanding 
feature of this product were really new and revolutionary?” In our opinion, 
product features all too frequently become more quickly commonplace to 


Far as we’re concerned—-and, God knows, we’re pretty average—radio is 
still a wonderful thing, despite tv. So is the electric heating pad. So are 
flashlights. And soap. And bread. Maybe one of the things advertising should 
do is to keep the original wonder and excitement of a product alive. # 
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ELECTRIC 


If that action is clear, then the next step 
is to get the evidence. This is a little hard- 
er. It is true that each station is required 
to keep a log which is on file and attested 
to for FCC purposes. These logs are often 
carelessly kept by transmitter engineers 
or announcers, but cannot easily be tam- 
pered with. It is possible for network au- 
thorities to spot check these logs at the 
request of an advertiser. 

If this method fails to turn up known 
offenders—known because they often 
boldly offer prime 20-second extra spots 
to advertisers whose programs they are 
cutting into—the next way is to spot check 
them. This can be done in several ways. 

Agency traveling checkers or client’s 
salesmen, retailers, or d' .cibutors follow- 
ing a check list can easily certify the triple 
spotting when it occurs. There is also a 
tape service available in almost every city 
wherein a sound tape can turn up the 
offenders by an inexpensive spot check 


from time to time. 

One of the first steps to be taken to 
eliminate or reduce the evil practice of 
triple-spotting is to cancel an accepted 
form of it—the network promotions. These 
promotions are annoying to the viewer and 
are spots in themselves. The continuation 
of them, despite their acknowledged de- 
sirability, will only extend triple-spotting 
in some form or snother. 

The last step is self-discipline. Very of- 
ten an advertiser without a current net- 
work program, or even one with a network 
program, is tempted to accept an offer of 
the third spot between two high-rated 
programs that he could not normally get 
without months of waiting. Any temporary 
gain like this is a long-range loss. 

Indeed, triple spotting is evil number 
one. Other evils will be treated in this se- 
ries, as television turns its policing in- 
wardly to preserve the most powerful me- 
dium yet invented by man. # 


——— ee 


aah” Fea Po one Fas =—_ — ‘ a =O" ae = es. Ca eee = TF “4 4 lat ay ae ae eR a) te Sar Oe eS i er | sige 3 a — > 2 3 ow en ad oo 4 - a nem 9 Deon ay. pi end RR SS ea ee a ee a 
a. a ee ee oe ee eee ee eee LS eer are 
et eee ee = anh Be sia Fe aa On eee Bi a a - : 2 eae Water Roe ly ag am Laren (Te ree z ae ‘Sie oa Fe 3 > 
a eee pe aid eat. ee aes Be st “ial peat ta ae. goes ar ie eae 34 beth br: 3 
ay ot ‘ Jesse ae _ See A Pek on age <5 m Glee cneees. - pe ; — Pais 7 ce ee y ges a 
pie a att Pree ae ai. : ae itis ae pes ; te oa ean cme ER er “Sd ae Pater teisr 2 ae ‘ 
' a aR see. Ce os eek: Mage Oe Peg ee Sh. Foe ae Paice aa ae: i ea ae po a 22 ose ge es Sa... aie ete or 
s ae ie a (a oa Pe dg, eae Se ee A ae mee RI GN. SR ae” ae ee ere 
me . S , . c A ’ Sor ee a) : — eer o eal ore Pc 
¥ ae 2 
aa f “ ‘ _ > eee — 
pee — 
is 
Js | ee 
ce 
=e 
A ue 
: 
SS 
a 
a 
Mie 
= Po omuciinebineiizetinntinalmnadiandsib B 
o -=—* 
He 
f 
at 
ae 
pint 
Bec 
a 
oe 
vou 
Fe 
Ex Pee at Fe ¥ — = 
isi : ao ae . 4~o 2 See alles 
a . , s 
a > wa yo 
7 {> 
= ; ) 
Meee 4 —“—_ ae ; 4 , 
Sieg ‘ : Be : 
fe { a ; — a a 
f ; a es = H 
4 . << : 
a N\ Pi So . ee 4 
- “ . fe 4 C" 
_ . . — aii Sasi 
, 8 aa Ra \S 
~ * ’ . Tag : eo. “Ss 
= — J ~— 
: ‘ < } 
| > aa 
Ye =) a ti NEW 
bi m Pena % ; : | TOAST. 8. OVEN 
- $2925" 
H" . Fe . én Ad W's af oe eegtc! Yaw ® lone tw nome apy ene ee 
- “ wwonming pte « - . Towsts 2 slices 
Gale oe - Te be Pa mt oe erate: eee no . 
aa ny~4 cx” tthe cen bet ap. Ggnand Clantes Colipatiy, SNR Aegghanen Caper Werms 6 
pai ~ ai for wasmrmeng dle, inate a mradioy erm ohyperron woman 
“a i ‘ —) 4 
eS 
Bs at f Pr. ; 
Ek ; ; } yy 
3 sy A ee) = 7) ft 
—_ ~_\ —, _ 
en |. tae sees os yew thet Err rE EEE 
at waon Ss oom ees x = — — 
oat pada, ~— = o> Seal ent oe 
ai a aeba daaann ‘ 
a 
# Progress /s Our Most Important Product 
ee 
Pith 
58 
a 
ime 
ag 
pak 
Mr 
,. ; 
ia £ 
Par Le 
a Be 
Re 
c eC 
had 
| 
ic : 
PC 
= 
iy 
Rs 
! E 7 
ee, 
(as 
a 
eS 
; 
- 7 
Le 
wiles 
a 
es : 
tac : . 
re ee, 4 . 3 . . 
ri oe nee ae gee $28 Sw hes ec lene A apt 2: eee nae ae Kaen Bie ae yaad gee Oe See ee 
; e gig ae Le A POET : : eg OE a cae i ‘e : pages Wicd 7 3 CN BR eg is ah = a aie 
s aes “ kg cen i brstiacia: aac pre renes ae ¥ ie a - : : wea = he se ie. pee PR woe. ; a hang Sepals eS Soa 1 alee Eee 
<a eS a = ~ «te Bart Me he a Ee eS ee Sar eae Se ee en 8) eee ee i a one eee ae b Ayame Sa ARS Bo DRY panes see : fae aries 
Bee eA) NCR ee ee ee oe ee nee eee Sheoflilcs oer teen aha ee ee Fg RE ge preps mee eee Se» 
gy Seg Cer OS Riera so eee tine ates ee or aie ne i of ees ae oe fal re Ey Cale eee BO ere SE ae eee : . (aa eee 
Mf ah a eg Pe eran rea he Pe Bl er ce ge has aa Paro eels Pee ey pam, a gr ae te hte OR baa ee ie ‘es a AeAbog: ee Phere Re Ok Gy ee ee Es cE eee 
a Oe er ees or 2 eT een, a es Be Na ee er |! Same, be a i a ae re eee, oe ee eee Ae on, SKS, | MS Sra pity UR hE Seat LF Wy ga ae ar Nike RR ge eee a ee ae, ee pce ee 


It’s all very emotional, this dogs- 
and-people business. 


The dogs knew it all along. 


The people (being busy with so 
many matter-of-fact things) are only 
admitting it now. 


Take the people who sell dog food. 
First to wear their feelings on their 


sleeve, you know, was Armour and 


“Look me in the eye and say you don’t love me’ 


Company, our busy, successful package 
goods client. They put their advertis- 
ing for Dash on a frankly emotional 
level. Appealed first to the heart— 
sold liver content second. 


Results have been good. Advertis- 
ing readership went up, and sales 
responded immediately. 


Happy little love story, eh, Rover? 


N.W. AYER & SON, INC. 


Philadelphia * New York * Chicago * Detroit * San Francisco * Hollywood * Boston * Honolulu 
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On the Merchandising Front... 


How Close Are We 
to Scientific Marketing? 


By E. B. Weiss 

I have no doubt that ahead of us lies 
an era in which the margin of error in 
marketing decisions will be considerably 
lessened. 

But I am equally convinced that there 
will always be a margin of error in mar- 
keting decisions, and one of annoyingly 
sizable dimensions, no matter how much 
progress we make with scientific mar- 
keting. 

And I am reasonably certain that, at 
its present stage, scientific marketing is 
more of a hope than 
anything resembling a 
science. At best it is a 
discipline that in- 


cludes some _ rather 
undisciplined practi- 
tioners. 

al found myself 


coming to these con- 
clusions as I read a 
heavy tome—the pro- 
ceedings of a meeting of the American 
Marketing Association held in Detroit a 
bit over a half year ago. That tome was 
heavy not only in sheer bulk; it was 
heavy, too, with remarkably learned ex- 
positions of scientific marketing theories 
and programs, replete with weird charts 
and graphs that called for a mathemat- 
ical knowledge of an extraordinarily high 
order both to compile and to comprehend. 

Now I should like to make it thoroughly 
clear that I have no thought of even at- 
tempting to ridicule these very earnest 
—and, in my opinion, thoroughly com- 
mendable—efforts to take at least some 
of the by guess and by gosh out of mar- 
keting. But I rather wish that these ex- 
perimenters in scientific marketing 
would quite regularly remind both them- 
selves and the management executives 
to whom they report that, as of today, 
there is still little science in scientific 
marketing. It is so easy for those who 
both advocate and practice a new pro- 
fession to become thoroughly persuaded 
with respect to its infallibility. (We see 
evidence of this among the motivational 
researchers who periodically take the at- 
titude that this highly inexact discipline 
is a precise science.) 

In this connection I note that E. J. 
McCarthy, assistant professor of market- 
ing at Notre Dame University, pointed 
out to one of the sessions of this Ameri- 
can Marketing Association meeting that 
“All forecasting is subject to error and 
it is better to be aware of this error and 
to estimate its magnitude rather than to 
ignore it.” I would assume from this that 
* 


E. B. Weiss 


ofessor McCarthy has reason to be- 
re that some scientific marketers do 
teria to ignore their fallibility. 


s It is a fact that the demonstration of 
error marks an advanced stage in any 
science. The motivational research prac- 
titioner seldom acknowledges even the 
potentiality of error—as for a “demon- 
stration of error,” I’ve yet to read or 
hear of its existence in motivational re- 
search work. And somewhat the same 
tendency, although by no means to the 
same marked degree, crops up in the 
realm of scientific marketing with par- 


ticular reference to market forecasts, and 


with most particular reference to market 
forecasts for new products. 

Professor McCarthy points out that “an 
over-all forecast will probably have a 
range of error of at least 10 or 20%”— 
and may I remark that an error of that 
order is big enough to sink many a mar- 
keting program. Indeed, it may very well 
be that it is this very margin of error 
in new product forecasts that is respon- 
sible for the extraordinarily high per- 
centage of failures in new product 


introductions. (Incidentally, Professor 
McCarthy proceeds to explain that the 
range of error in some of the components 
of complete forecasts sometimes exceeds 
50%, which suggests that it is only the 
magic of mathematics that makes some 
forecasts reasonably correct—not the 
magic of the forecaster!) 

Continues Professor McCarthy (and I 

admit that since these are extracts from 
a talk, they may not present the profes- 
sor’s precise conclusions): “. .-. it would 
seem that users of new product sales 
forecasts must accept the fact that any 
estimate is accurate only within some un- 
specified range of error—perhaps zero to 
87%!” (May I rise to remark that in the 
most unscientific days of marketing, the 
range of error on new product introduc- 
tions could hardly have been of much 
larger proportions!) And the professor 
concludes: “Marketing research must be 
used. However, the present techniques 
must be improved considerably before 
new product forecasting becomes ‘a 
science’.” 
# Obviously, I am in total agreement 
with these conclusions, and not only with 
respect to market research involving new 
products. And I wish (how I wish!) 
that those who prepare scientific sales 
and marketing programs would make this 
entirely plain when they submit their 
graph-studded presentations. 

Another speaker, from the auto indus- 
try, at this same convention made this 
very interesting statement: 

“The first problem encountered by the 
forecaster is that sales fluctuate widely 
from year to year. As many of us know 
from recent experience, volume planning 
in this industry has been especially chal- 
lenging for the last three years. It may 
be that someone did anticipate the 30% 
increase in car sales from 1954 to 1955, 
but I’ve yet to find that individual. Al- 
though some downward movement was 
expected from 1955 to 1956 the actual 
extent of the decline was a surprise to 
most of us. About the only consolation 
we can gain from these wide swings in 
the market is that there is never a dull 
moment. In fairness to my colleagues in 
automotive planning I hasten to add that 
most of them did predict during the last 
few years the direction of the change if 
not the magnitude.” 


# I think it is downright shameful that 
auto sales should fluctuate widely from 
year to year. I suspect that this circum- 
stance applies to a number of other in- 
dustries as well. And if scientific mar- 
keting cannot eliminate the variables in- 
volved in such a fairly simple component 
as fluctuations in annual sales, pray tell 
how will it be able to make scientific 
forecasts involving all of the other vari- 
ables inherent in that most amazingly 
variable organ, the human mind, whose 
frontiers even now have barely been 
crossed by our medical scientists? 

All this brings to mind the fact that 
perhaps few, if any, new products have 
ever had the benefit of such an extra- 
ordinary amount of scientific product 
sales and market.planning as the new 
Edsel. Another speaker at this same 
meeting—a Ford executive—remarked 
that, “Market research studies by our 
company on the Edsel automobile have 
covered a period of almost 10 years.” 

Yet I note that sales of the Edsel for 
the first three months following its in- 
troduction have apparently not met pro- 
jected figures, and my own entirely un- 
scientific research among auto owners 
suggests quite strongly that the Edsel’s 
first year may not be a monument to the 
ability of present-day scientific market- 
ing sharply to reduce the areas of guess- 


work—not even ten years of it! As a 
matter of blunt fact, I suspect that such 
events as Sputnik, the Federal Reserve 
Board’s cut in the rediscount rate and 
subsequent credit-easing moves, con- 
gressional decisions involving curtailment 
of some of our civilian programs, the 
shifting of the delicate balance between 
inflation and deflation, pending outer- 
space developments—these and other 


Tips for the Production Man... 
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factors never contemplated in Edsel’s 10- 
year program of scientific study—may 
have more to do with its sales total in its 
first year than its engineering details, its 
styling, its market analyses, its motiva- 
tional research and its countless other 
studies, all of which, to this observer, 
have resulted in a lack-lustre car, a lack- 
lustre dealer organization, and singularly 
lack-lustre advertising. # 


Progress in Powderless Etching 


By Kenneth B. Butler 

Although a letterpress research pro- 
gram has been sparked by a preliminary 
contribution by the members of the 
American Photoengravers’ Association, 
which has now been turned over to a re- 
search organization, the engravers have 
been making some notable progress in 
their art. This is particularly noticeable 
in the realm of powderless etching. 

This method of etching was first 
brought to the attention of the graphic 
arts field by the Dow Chemical Co., which 
developed a machine for etching mag- 
nesium as an engraving metal. Several 
years of experience with this method 
have overcome some of the “bugs” which 
were initially met with. 

Both the machine and the metal are 
being used by a number of newspapers 
and engraving shops. Briefly stated, the 
process hastens some of the steps in 
producing an engraving, although it sets 
up some additional preparatory steps. 


s Some engravers, in the early stages, 
felt that the use of magnesium and the 
Dow etching machine would enable them 
to sell engravings cheaper. We are told 
that most of these found they couldn’t 
make out; that while the process has ad- 
vantages, to date a lower selling rate 
for the product is not one of them. 
Newspaper shops and some others who 
handle work where great speed from 
first step to delivery of plate is a vital 
factor, find the process very advanta- 
geous. Magnesium, in addition, has cer- 


tain quality factors which in some in- 
stances give it an advantage. 

Producers of engravers’ zinc and cop- 
per have joined the experimental move- 
ment in dry etching, and have found 
that the Dow machine and process work 
well on their metals. The Dow Co. has 
licensed two companies to manufacture 
the machine, which is leased to the 
larger engravers on a royalty basis. It 
is a one-bite-etch machine. 


® For one thing, the dry etch process 
makes it possible to use a finer grained 
zinc, and good results have been pro- 
cured in making 120-line screen plates. 
Formerly 110-line was regarded as the 
finest practical screen. 

Another important advantage is that 
of being able to mix both line work and 
halftone work on the same flat when 
zinc is used. 

If the dry etch process has not, to 
date, resulted in lower cost engravings, 
members of the craft are certain that the 
saving in time has delayed the infla- 
tionary spiral in the pricing of their 
product. 

And many are working with the proc- 
ess in an effort to offer their product at 
a lower cost at a later time. Engravers, 
in their convention discussion panels, are 
freely exchanging their experiences and 
sharing their knowledge. These include 
also the important area of thin metal, 
curved plates and tubular plates, since 
rotary printing has a relation to lower 
cost of press work. # 


Mail Order and Direct Mail Advertising .. . 


How Long Should Your Letter Be? 


By Elon G. Borton 

Some time ago a university professor 
in Chicago made a study of some thou- 
sands of interviews by salesmen and re- 
ported that he found that on the average 
these salesmen took 54 minutes for the 
interview. That seems 
long to me but suppose 
we cut it in half, or 27 
minutes, and assume 
that the salesman 
talked two-thirds of 
that time, or 18 min- 
utes. 

In those 18 minutes, 
the salesman must 
have said over 2,000 
words, or the equiva- 
lent of six or seven typewritten pages, to 
present his proposition and try for the 
order. r 

Doesn’t that throw some light on the 
much argued question of how long a letter 
should be? Your mailing is trying to do, in 
essence, what the salesman tries to do dur- 
ing the interview—capture attention, in- 
form, prove and persuade to action. If the 
salesman, with his personality to help him, 
needs the equivalent of a six-page letter, 
why should we quibble over a two-, three- 
or four-page letter? 


Elon G. Borton 


® Most experienced direct mail men do 
not worry about the length of a letter or 
the amount of copy in a mailing piece. In 
much of my experience I have used three- 
and four-page letters to answer inquiries. 


I knew of one campaign which brought 
large returns on a 16-page letter and I 
even saw once a successful 60-page letter 
mailing in answer to inquiries about a com- 
plicated machine. 

Men will read almost any amount of 
words so long as these give information 
and value to the reader. Tell the story you 
need to tell and don’t worry about the 
length of your letter or mailing piece. 
Thus, if you are just trying for an inquiry 
you may be able to use a short letter. But if 
you are answering his inquiry and trying 
for an order, he will read any amount of 
copy if you make it interesting and infor- 
mative to him. 


s The same principle applies also to mail 
order advertisements in publications. They 
tend to use much more copy than general 
advertisers do. Thus, in the 18 mail order 
advertisements (described in a previous 
column) included by Julian L. Watkins in 
“The 100 Greatest Advertisements,” the 
average amount of copy is over 500 words 
per page and several of them carry 700 
words. These experienced advertisers and 
their great copywriters apparently knew 
from experience that long copy is most 
effective. 

If mail order and direct mail advertis- 
ing, the two classes of advertising which 
are most closely checked for direct, prov- 
able results, find it advisable to use long 
copy, may there not be some suggestion 
for general advertisers in their experi- 
ence? + 
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Lesson: 


NEWSPAPERS 
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There are three Newspapers in Detroit. | 


Every fall and Spring they report on 


the number of readers they have. 


THIS year one paper has more (readers 


ery, : 
a =~ s 


than any Michigan paper ever had ! 


It is the FREE PRESS | 


It is the FRIENDLY paper- 


It comes out every MORNING- 


AlSO-more pedple Who Start to read 


a paper Pick the Free Press! 


SS PS. this: picture shows how 
_ a the morning paper grew bigger 
than the two afternoon papers. 
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Even _f know that ... 
only THE ATLANTIC CITY Press 
covers SOUTHERN New Jersey / 


> 


ae 
‘iadid 3 7° sae eh . 
wad) ite an 


That’s right! The Press not only covers 80% of the families in 
Atlantic City itself, but provides the best coverage of the South- 
ern New Jersey market; Atlantic, Cape May and Cumberland 


counties, each covered daily by separate local editions. This HOME IN BRITAIN—Here is A. C. Nielsen Co.’s new Nielsen House in 
coverage is growing more intensive—circulation is up 13%. Oxford, England, headquarters for Nielsen’s overseas operations. 
Are you getting your share of Southern New Jersey’s annual : 

$476 million in retail sales? Put the Press to work for you and Donnelley Boosts Martin Spot Newsprint 

you will! John J. Martin, former assistant 


: 54 to the executive manager, business Dips to $118/Ton 
Atlantic City Press mpm aie, oem © las Ad Linge Pail 


Southern New Jersey's ‘Good Morning’’ Newspaper named general advertising manag-| New York, Dec. 31—Reports 


Rolland L. Adams, President er of Donnelley’s National Cleaner | 4,44 newsprint is being offered 


. . . J = | : : 
Gallagher-DeLisser, Inc., National Representatives & Dyer, Starchroom Laundry Jour here on a spot price basis of $118 


nal and National Rug Cleaner. ‘a ton, or $16 a ton less than the 


current contract price of $134, was 
affirmed last week by a news story 


re ° Z in the Wa reet Journal. 

_ Square miles don’t buy Peop/le do aed & Ge a 
> fas gears pap meme 8 dealers and mill representatives 

your product... | : 


indicates that this price is far from 
* general. Some lots of both Canadi- 
» an and U. S. newsprint have been 
sold at $118 a ton for immediate 
delivery in quantities of 1,500 tons 
|or better, dealers admit, but there 
jis apparently none available in 
jsmaller quantities at that price. 
Small buyers, for the most part, 
are paying the established contract 
price or more—usually more—for 
| quick delivery. 
But the premium prices of $180 
a ton and up which were being 
‘paid in 1956 have vanished into 
\the limbo of memory. During the 
newsprint shortage a year and a 
half ago, buyers were going as high 
}as $200 a ton to get immediate de- 
liveries in the so-called gray mar- 
ket. 


s The U. S. Government Printing 
|Office is reported to have bought 
|a sizable tonnage of newsprint re- 
cently at $122.34 a ton from several 
mills. 

Mill men say that there is little 

likelihood that the current softness 
|in the spot market will affect con- 
tract prices. There will have to be 
a heavy oversupply before that 
|happens, they say. Currently, the 
big Canadian mills are operating 
at about 5% below rated capacity. 
U. S. newspapers’ advertising 
| linage continues to fall off. In No- 
|vember it dropped 4.6% below No- 
vember, '56, accOrding to Media 
Records, which reports the first 11 
|months of 57 down 2.9% compared 
with the same period of ’56. 

Most mill men say they do not 
look for any substantial pickup in 
newsprint demand during the first 
/half of ’58. # 


~ a A pam © 

Ralph Jones Adds Aetna Oil 
Ralph H. Jones Co., Cincinnati 
and New York, has been named to 
’ br , 
In WHB s 96-county* world | handle advertising for Aetna Oil 
| Co., Louisville, marketer of petro- 
, {leum products in Kentucky and 
i a 4» A WwW Hi B a U L 5 a {southern Indiana. Aetna is an af- 
filiate of Ashland Oil & Refining 
Co., Ashland, Ky., a Jones client 


You need coverage AND audience. 


WHB is first in 432 of 432 quarter hours 6 a.m. to midnight since 1954. 
(Pulse, Kansas City 96-county area .. . 6 a.m. to midnight, 
Monday through Saturday, Sept., 1957) ‘Ad ve te Secatiiens ‘tel Campbell-Mithun 


hether it be Metro Pulse, Nielsen, Trendex or Hooper . . . whether > “ 
Larssanes “it be Area Nielsen or Pulse... WHB is the dominant first Campbell-Mithun, Chicago, has 


throughout ... with audience shares consistently in the Kansas City a Frazier Se ae direc- 

40% bracket. And, WHB is the dominant first 10,000 watts SS 8 oe relations and 

among every important audience-type! : publicity depaiimeni, effective Jan. 

Talk to a Blair man ...or WHB General Manager George W. Armstrong. 710 ke. 6. Mr. Nounnan formerly held a 
catanes (2 Simeen, anme and love similar position with Gourfain- 

‘ ; Loeff, and before that was with 

WDGY Minneapolis St. Paul /Ruthrauff & Ryan and J. Walter 


REPRESENTED BY JOHN BLAIR & CO. 
WHB Aansas City 


REPRESENTED BY JOHN BLAIR & CO. Chicago Gets ‘58 Atomfair 
WTIX New Orleans The 1958 Nuclear Congress will 
REPRESENTED BY ADAM YOUNG INC. hold its “Atomfair” March 17-21 


WQAM Miami ¢ th 
WweAmM & BY JOHN BLAIR & CO. Sioa oe Amphitheater, 


Thompson Co. 
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Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


| 
| 


One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


eo 


Metropolitan Oakland’s 881,300 population is the 
largest in Northern California. Even more important 
to those who must direct their sales efforts toward the 
greatest sales opportunities is that this area is also 
Northern California’s Number One market for food; 
automotive; furniture and household; service station 
products; building materials; and drugs. In these 


Cribune 


COVERS METROPOLITAN OAKLAND* 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers, 


major retail classifications, Metropolitan Oakland’s 
1956 sales exceeded San Francisco's by a total of over 
$100 million. 


WILuiaM P. Dumont, Vice President 


and Manager 
FULLER, SMITH & ROSS, San Francisco 
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on Your Schedule Too! 


st BY MORE THAN 82,000 LINES 


IN THE ELIZABETH-NEWARK AREA 
New Jersey's Most Concentrated Markets 


RETAIL DAILY GROCERY LINAGE 


ELIZABETH DAILY JOURNAL 1,214,000 
NEWARK NEWS 1,131,000 
NEWARK LEDGER 458,000 


Our 4-color Food Section 
attracts more linage and 
sells more products. 


Make it First 


Ist Nine Months 
of 1957 


SOURCES: 
Media Records 
Advertising Linage Service 


JON COUNTY 


EDITION 


HICKORY SMOKED, BONELESS, READY TO SERVE & 


MEATY—Merkel Inc. begins its 26th year as a bus-card advertiser 
with this 11228” poster. Merkel spends roughly one-fifth of its ad 


budget on bus cards, equaling the amount spent on store display 

materials. Besides interior cards, Merkel uses spectaculars on the 

sides and backs of buses. Blaine-Thompson Co., New York, is the 
agency. 


‘Waterways’ Joins NBP 
Waterways Journal, St. Louis, an 
ABC-audited weekly business pa- 
per, currently celebrating its 70th 
anniversary, has become a member 


TY 
Ward-Griffith Co., Inc. 
National Represe 


Washington. 


ntatives of National Business Publications, 


THE TRADING STAMP: 


In cities where 
stamp use ts greatest 


food prices have 
risen the least 


In these inflationary times, the finger of blame for rising food 
prices is being pointed in many directions. It should be interesting to American 
consumers to know that the trading stamp is not a contributing factor. 


This fact has been shown in two ways by the 
studies of marketing experts in universities. 
First, these studies found no evidence that 
stamp stores, as a class, charge higher prices 
than non-stamp stores. Second, from a com- 
parative use of the Bureau of Labor Statistics 
Index, they found that food prices have risen 
the least in cities where stamps are given 
most. 

Between December 1954 and December 
1956, when food prices for all U.S. cities rose 
1.8%, the same prices rose 2.8% in five Index 
cities where supermarkets did not give 
stamps. 

During the same period, in ten cities where 
50% or more of both chains and independent 
supermarkets gave stamps, prices rose only 


1.3%. And, in the three cities where stamp 
use was highest (75% of all supermarkets), 
food prices rose only 1.2%. 

These city by city comparisons are addi- 
tional evidence that trading stamps exert 
competitive pressure to help keep food prices 
down. It seems reasonable to assume that, 
for families living in “stamp cities,” stamps 
have helped contribute to a lower cost of 
living in food purchases. 


* * * 


REFERENCES: “Competition and Trading Stamps in 
Retailing.” Dr. Eugene R. Beem, School of Business 
Administration, University of California. 

“Trading Stamp Practice and Pricing Policy.” Dr. 
Albert Haring and Dr. Wallace O. Yoder, Marketing 
Department, School of Business, Indiana University. 


This page is one of a series presented for your information by 
THE SPERRY anp HUTCHINSON COMPANY which pioneered 61 years ago in the saovement 


to give trading stamps to consumers as a discount for paying cash. SkH GREEN STAMPS 
are currently being saved by millions of consumers. 


Kids’ TV Shows 
Over-Priced, Says 


Ideal Toy’s Helitzer 


New YorK, Dec. 31—A sponsor 
has come up with a suggestion as to 
why children’s tv programs are 
hard to sell these days. 


Unrealistic pricing was tagged as. 


the deterrent by Melvin Helitzer, 
director of advertising and public 
relations for the Ideal Toy Corp., in 
a speech before the Sales Promo- 
tion Executives Club of New York. 

“The reason advertisers have 
been shying away from children’s 
tv programs is because the net- 
works have not faced some simple 
economic facts,’’ Mr. Helitzer said. 

“Stations charge the same rate 
for a children’s program as they 
do for a daytime program. In any 
rating system the number of view- 
ers may be the same, but adver- 
tisers get paid off on the basis of 
sales, not rating points. 


= “It is an obvious fact that chil- 
dren do not have the purchasing 
power of adults, and a re-evalua- 
tion of tv rates for children’s pro- 
grams is absolutely necessary or 
there will be more casualties such 
as ‘Ding Dong School’ and ‘Winky 
Dink’ and more programs in trou- 
ble such as ‘Captain Kangaroo’ and 
‘Let’s take a trip’,” he continued. 
Mr. Helitzer said this is the 
reason that Ideal switched from 
strictly kids’ fare to all-family type 
shows such as the “Shirley Temple 
Film Festival” and the New York 
Thanksgiving Day parade. + 


Campbell Sets Five-Media 
Push for Soup and Crackers 


Campbell Soup Co. will launch 
a five-media ad push in February 


‘for tomato soup and crackers. 


Campbell will run color pages in 
The Saturday Evening Post, This 
Week Magazine, Capper’s Farmer, 
and in the New York News, Phil- 
adelphia Inquirer and the Chicago 
Tribune. “Soup ’n Crackers” com- 
mercials will be heard on Camp- 
bell’s two network tv shows, “Las- 
sie” and “Colt .45.” Batten, Barton, 
Durstine & Osborn is the agency. 


Frank Wright to Retire 

Frank P. Wright, founder of 
Frank Wright National Corp., San 
Francisco-Los Angeles agency, will 
retire in March. He will retain an 
interest in the agency, which will 
continue to maintain offices in 
both California cities, with Ted 
Slade and Mike Gold remaining 
as managers. Wright began his 
agency in Oakland, in 1929. Among 
other accounts, he has handled ad- 
vertising for Calo Dog Food Co. for 
27 years. He established the “Pet 
Exchange,” which has been on ra- 
dio and tv for more than 20 years, 
during which time nearly 1,000,000 
pets have been placed in homes. 


National Pool to McCann 
National Pool Equipment Co., 
Florence, Ala., has named Mc- 
Cann-Erickson, Atlanta, to handle 
its advertising. Magazines and 
trade publications will be used. 
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CONSECUTIVE MONTHS WITH AN ADVERTISING LINAGE GAIN 


Up 17% in 1957...Up 40% the past two years 


NERS RTS 


the REASON: 


ire 


results 


Nation’s Business has done it again—broken an all-time record 
for consecutive advertising linage gains! The January 1958 
issue is the 25th monthly gain in a row. We have a right to 
feel pretty good about that. But the thing which makes us feel 
even better is this: we're helping to ring up and write up sales 
gains for our many advertisers. They're not simply buying 
space in Nation’s Business—they’re buying results. 


os 


G 


to business and ind 


Nation’s Business takes your story direct to the real heads of 
American business and industry, the men of decision who take 
action. You reach more presidents, owners, partners, through 
Nation's Business than in the next two business magazines com- 
bined—and at a lower cost per 1000. 780,000 ownership-moti- 
vated executives who have personal subscriptions and 80,000 
business-members of the National Chamber of Commerce. 
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BBDO’'s Kratt, 48, 


Dies of Injuries 
Sustained in Fall 


FOR BEST RESULTS) sisisiedinfau 


Follow the Lead of These Kraft, 48, account group supervi- 


. . |sor at Batten, Barton, Durstine & 
Smart Retail Advertisers | | Osporn, died Dec. 30 at Louden- 


|Knickerbocker Hospital, Amity- 
ville, N.Y., as the result of a fall 
| sustained in Wilmington, Del., Dec. 
20. Mr. Kraft, who was group su- 
|pervisor for BBDO on the E. I. du 


Management of these corporate chains, operating stores in Chicago and 
Gary, know Chicago newspapers have little or no effect in the Gary 
Area, so they are consistent users of large space in : 
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the war, Mr Kraft joined the Bor- 
den Co. in New York and became 
advertising manager of the compa- 
ny’s special products division. He 
joined BBDO in 1952 as an account 
executive and about three years 
ago was named a group supervisor. 


PAUL J. ROWAN 

New York, Jan. 2—Paul J. 
Rowan, 60, circulation manager of 
the New York Times, died Jan. 1 at 
his home in Bronxville after suf- 
fering a heart attack. 


THE GARY POST-TRIBUNE 
Gary's only newspaper, daily anc Sunday 

A & P, Kroger, National Tea, Jewel Tea, Sears-Roebuck, Goldblatt’s, 
H. C. Lytton, Fish Furniture, Robert Hall, Richman Bros., Walgreen’s, 
Busch Jewelers, S. S. Kresge, W. T. Grant, and others. 
Merchandise advertised covers every type of consumer goods. 
These chain retail advertisers are close to both markets. They, and 
hundreds of independent merchants, are outlets for national advertisers’ 
products. For increased sales, support this distribution with advertising 
in THE GARY POST-TRIBUNE, the newspaper with a proven record for 
building sales. 


National representatives: BURKE, KUIPERS & MAHONEY 


|Pont de Nemours & Co. account, | 
/fell on wet pavement while on a| 
business trip in Wilmington. After | 
returning to his home in Massape- | 
| qua, N. Y., he was hospitalized be- | 
cause of his injuries, which proved | 
| fatal. 

| orn in Akron, O., Mr. Kraft be- 
gan his career in advertising with 
| Campbell-Sanford Advertising Co., 
|Chicago, where he became an 
account executive. During World 


| War II, he served with the Army 
in the European theater. Following 


“ yp every P* 
penmany oe 
~ 


Born in Brooklyn, N. Y., Mr. 
Rowan joined the Times as a mail- 
er in 1923. His father had been su- 
perintendent of circulation of the 
Methodist Book Concern and 
started him with that organization 
as an apprentice mailer when he 
was 16. 

Mr. Rowan became mail room 
foreman of the Times in 1926, a po- 
sition he held for six years. During 
|this period he also became secre- 
\tary of the executive board of 
| Mailers Union No. 6. In 1932 he 
| was assigned to direct delivery in 
\the circulation department and re- 
|organized the newspaper’s entire 
delivery system on Long Island. 
| In 1934, Mr. Rowan was made 
|city circulation manager and in 
{1950 was appointed circulation 
manager. He was known as a trou- 
ble shooter and had the knack of 
|straightening out difficulties with 
| little or no friction in a section of 
|the newspaper industry not usu- 
| ally known for gentle ways. 


|HENRY F. LIPPOLD 


| New York, Jan. 2—Henry F. 
| Lippold, 67, secretary and a direc- 
|tor of Westchester County Pub- 
lishers and Westchester Newspa- 
|pers Inc., which publish the Macy 
|chain of daily and weekly news- 
|papers, died in his sleep at his 
/home in Briarcliff Manor, N. Y. 
Born in Brooklyn, Mr. Lippold, be- 
| fore joining the publishing com- 
| pany several years ago, had been 
associated with the late V. Everit 
| aaney, a philanthropist and later 
/manager of the Macy estate. Mr. 
Lippold was also manager of the 
Deed Realty Corp., which controls 
the Chilmark real estate develop- 
|ment in Briarcliff Manor. 


“Dramatic TV commercial shows how Du Pont product is 
used to help find vital oil resources our country needs. Nitra- 
mon-S, a Du Pont-developed blasting agent, is so safe to 
handle, you can fire bullets into it without setting it off! This 
demonstration appears in a film about seismic prospecting 
on the next Du Pont Show of The Month, January 21st.” 


Emotions—the key to the American Institute of Men’s and 
Boys’ Wear effort to make man do something about his ap- 
pearance. Photographs are dramatic. Copy has a “this-could- 
be-you” bite. AIMBW is out to shake the American man—and 
the women who influence his apparel purchases—out of his 
complacency. Response to the ads shows they’re doing it! 


A. = 


Versatile campaign for a versatile product — the story from 


BBDO-San Francisco. Flexible format allows special area in- 
sertions in 27 Western newspapers. “Steel for every purpose 
from a single source” is the themeline for Columbia-Geneva 
Steel Division. Copywriters make field trips to get 
unusual facts, pictures of Columbia-Geneva steel on the job. 


To multiply the effectiveness of its magazine campaign, the 
First National City Bank put these award-winning 4-color 
advertisements into a 48-page booklet. Fifty thousand copies 
were sent to top business people. Response was spontaneous 
and enthusiastic; the Bank received a great many requests 
for additional copies from executives around the world 


BATTEN, BARTON, DOURSTINE &2 OSBORN, INC., ADVERTISING 


NEW YORK « ATLANTA « BOSTON + BUFFAL® + CHICAGO + CLEVELAND + DALLAS «+ DETROIT + HOLLYWOOD - LOS ANGELES + MINNEAPOLIS + PITTSBURGH + SAN FRANCISCO + SEATTLE + TORONTO 


GILBERT B. PEARSALL 

| ATLANTA, Jan. 2—Gilbert B. 
|Pearsall, 52, former advertising 
{manager of W. & J. Sloane and 
Lord & Taylor, New York depart- 
ment stores, died Dec. 31 at St. 
| Joseph’s Infirmary here after a 
|short illness. During the past few 
| years he had been associated with 
/a machinery construction company 
|here. Earlier in his career Mr. 
Pearsall, a New Yorker by birth, 
/had been a member of the broker- 
age house of Van Alstyne Noel Co. 
|in New York. He left several years 
ago to live in the South because of 
his health. 


-MAUDE FAMBRO 
ATLANTA, Dec. 31—Maude Fam- 


| bro, former personnel director with 
Tucker Wayne & Co., Atlanta agen- 
cy, died Dec. 27 in a private hos- 
| pital here. Miss Fambro had been 
with Tucker Wayne for about 20 
|years and had been active in the 
,advertising field for nearly 35 
| years. 


| 
| Dedicated to 
helping you make 
your advertising 
more effective! 


hos 73 publish = tetive 
members serving 301 publications 


Association of 


s 
70 East 45 St., New York 17, N. Y. 
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First National Push in ‘58 

The Canadian Gas Assn. will | 
conduct its first country-wide ad- | 
vertising campaign in 1958. The| 
|decision to launch the push was_ 
|made because the trans-Canada 
lgas pipe line will be completed | 
from Alberta to Montreal in that) 
|year. Many of the 150 members of | 
lthe association advertise, but al- | 
| ways on an individual basis. 


‘House & Garden’ Boosts Rates | 
House & Garden will increase its | 
circulation base from 500,000 to. 
550,000 effective with the May,) 
/1958, issue. Advertising rates will 
| be advanced $350 to $3,950 for b&w 
|pages. Four-color pages will be) 
| advanced $500 to $5,850. 
BARGAIN—Half-page newspaper ads 
like this were used by Block &| 
Kuhl, Peoria department store, in a 
test of Flint cutlery by Ekco Prod- 
ucts Co. Ekco found the test suc- 
cessful. It plans one more test be- 
fore projecting the sale nationally. 


C2 Canadian Gas Assn. Sets | 
First New K ind o Knife 
in your Lifetime 


Cranebrock to Reincke, Meyer 

Allen Van Cranebrock, formerly 
| transportation writer and column-| 
ist for the Chicago Sun-Times, 
has joined Reincke, Meyer & Finn, 
Chicago, to assist in the agency’s 
public relations activities. 


Times-Picayune States daily 
circulation in metropolitan 
New Orleans is 10% greater 
than the number of tv sets 


Represented by 
JANN & KELLEY, Inc. 


Che Cimes-Picawune 


NEW ORLEANS STATES 


Dissolve St.Helens | 
Merger, FTC Tells | 
Crown Zellerbach 


WASHINGTON, Jan. 2—The Feder- 
al Trade Commission today gave 
Crown Zellerbach Corp., San Fran- 
cisco, 60 days in which to submit 
a plan for divesting itself of the 
assets of the St. Helens Pulp & Pa- 
per Co., a major competitor which 
it acquired in 1953. 

In an order tightening a proposed 
decision which had been issued by 
Hearing Examiner Earl Kolb last 
February, the commission ex- 
pressed hope that the restoration 
of St. Helens would result in a 
more active competition in the sale 
of coarse papers, bags and convert- 
ing papers in 11 western states. 

The commission’s decision was 
4-0, with one commissioner not 
participating. . 
MOUNT AIRY 


® This is the second instance in 
which the commission has at- 
tempted to dissolve a merger since 
the adoption of tighter anti-merger 
laws five years ago. In the first 
case, the commission found the 
merger of Farm Journal and Coun- | 
try Gentleman had substantially | 
reduced competition among pub- | 
lishers of agricultural magazines. | 
The commission conceded that the | 
merger of the two publications | 
could not be unscrambled, but it | 
ordered Farm Journal to dispose | 
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WHERE 
DRUG SALES 
ARE GREATER 
THAN IN ANY OTHER 
METROPOLITAN MARKET 
IN THE TWO 
CAROLINAS 
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of Country Gentleman mailing! 
lists. 

In its new order against Crown 
Zellerbach, the commission pro- 


establishment of the company, with | 
its resources intact, and ready to 
do business. While the commission 
agreed that Crown Zellerbach 
could remove improvements which 
it added to the property, the com- 
mission issued an order which pro- 
hibits the cutting or removal of 
any timber from lands acquired 
with St. Helens. 

The merger, involving the ex-| 
change of St. Helens stock for! 
Crown Zellerbach stock, took place | 
in 1953. Lengthy hearings were) 
held on the complaint, which FTC 
issued in February, 1954, with) 
Crown Zellerbach arguing that 
FTC used too narrow a definition | 
of “line of commerce” when it lim- | 
ited the case to competition in the 
sale of coarse paper lines. + 


Snell Names St. Georges 
Foster D. Snell Inc., New York, 
research and marketing organiza- 
tion, has named St. Georges & 
Keyes, New York, to handle its ad- 
vertising. There is no former agen- 
cy of record, although the company 
has advertised occasionally in the 
past. A campaign will break in 
newspapers and business and ad- 
vertising publications in February 
stressing Snell’s various services. 


KANNAPOLIS , 
. 
ALBEMARLE — 
vided that the plan for disposing | 
of St. Helens must result in the re- 


CARTHAGE 
. 


- politan market in the two Carolinas. INTERURBIA plus. 
_ the entire Prosperous Piedmont is yours with WFMY- — 


Represented by 


ngton Righter A Parsons. Ine 


pee S/o bas ee BeagS ey A aoe Bon. a i -. oe | ee ee i mf -) a Peet ar cg, Te heel ea ae SCR I es eal hes °c 2 > Oi bate } Pe eee Sale Peay “- Be ae Be A 
0, llama Mpa eae 9 ee ER ee ae ne SC Se ee rae 
Poe gee i . Fo ee 7 . eae ae: Sy ela aS aia cay “f fic” Shares Rees 2 me Ans SUE ea A Sowa ee Be pe Sax eos Ge cre eee pes oe ee ees é tee ee RR os f 
SBS ipa eg oe * ee aera = plete: Ul "ya Pons. Ie Me: eee cee oe ee eT See ont len ae ee, eae eG nL Pe ea oe ieee ">. tk) en! 
‘ anit eermce ee OP mn Bt Se (cs aes eT hee ; : The Ais ape te eel he, eae Bieta tag ms eae Tene ee — eee: Sea 
Re ey On. ee aes os be a one oer ae eee Mee I a, ee aero 
Peeeeey tt a ee ge oe ee ee : er, ee ye Pen HE Sen oe eae me mony = = SR ES ee oe eee aes pate gee ee Oe "oe eterna mck ee 
Aes. 4) 6 era ae ae Pa gee OL bse as ee a a ae oe ee eee a eee See Swat os A ae aes + perme ey ee ES arg ee penis |) 7 ee 
eee — " ne ead rz gee gag i emeaehieel wee Veen Sea ae BY pers Sela geaseraneee ee ee eh a : eos: Rae eos. wets ke oe Pie he ee. ae eee Sas a Sys Ns wi, 4 aa an = a 
———— : i. * 3 i ee 
es 2% 
a 55 oe 
pee a 
res 
sn 
io AY eee: 
; | LY‘ 4 = spate 
Wavert il a 
Edge, Z " pute a 
a = a, 
all YY Only *1” oan 
met 
ae. 
Pe wie 
ieee 
lows. £ 
Pe ee * 
: is if 
a ie 
ae 
po e “hy 
tse 
| vee 
| Ae 
| : 
| - Tee 
Fa i 
onthibiinstiinn ae 
Peis 
7 me: 
a ala plans laa oe re 
Boe re a ree. a 
Bese - Ane: 3 Pe Se os 
ie = ' . ; F oa ee ye nae D 
. ¥ F ve ae ar 
Poe ti 
: ae 
Sg 
a ae 
VA oe ta 
eo ot 
‘ PC lee 
’ . a 
DANVILLE P 
bd ch 
= 
a Fa, 
/ aN 
| ey 
- oe 
ENSBORO & 
* oe is ‘ 
; / e 
o on 
| RALEIGH Pik, 
i a 
| a 
j _ SANFORD : 
e 
' = 
. 
eee ij 
| e. 
} re 
| | point: ‘ad 
| \Gh ie 
| spord-H'S), a 
GREEN ON-SAL yo = 
| : Bear 
\NST counts “a 
yitord on av 
sons) y—S¥ yacst ' "aR 
tions Poin -—Ms vale ae 
. (2ste wish oy". "9 
ae i ; goto ¥-3 rp COUN en E 
Fie Sh ie : Gree ation _Forty mer — : Draiiva. ai 
| oe arene wins\e” consis — 
3 p ‘ — : 
seo Sine SY ie ‘4 
pins ars Eke 
th -INTERU the -metro- 
| ee . 
aaa TS 3 Lae, oe ae aad 2 P ee es Road Sa ae me 
| - TV... where Drug Sales alone exceed $81,712,000. — yi 
| ete ed Ae a: : 3 ’ i: ay 
oa an + Aue en ie . =e i aimee a 
se ne ee RE es Spr eos Seacoast ii see et aie. ae Nc To a 
Cie: ee ee ees ae a oo.) ee eee. oe i, eer tae ee 7 
: fol ae i Gy sete 4 Meer o> ae are iy FOP eo ee OB oe ee, ola 
To nee : 4 = ice eens © oe ies ARGOS aes fe . Kee OO ae erRy 
Bei | ae : cd i Ke See OMe oe tee te Oe = see eee ‘eg eee oy OE net Ry 
ae eee ce Ms EE ae Cele ae MR Co See al 
_— — <i 
a DN ss 
H rs re 3 7 BA 3 eo 
4 ’ = > Te 7 4 co Hee oy x me a 
Mt - ¢ oe Ete: « . 
‘ Uy i - V | : - : er 
- ‘ E 
, hehe > air -. * . is “Oe . 
‘ , * ay oni : 
; - ‘ 
a 
es Besic cas 
| Sines 1949 
: ) = — “< 2 : » ~ * ae Pree @* Aang * WARS? 5 
a } 2 see 
> > a 
(Eee a ee ae eee - oT Ae ee TT gE Re Sa ee ge Sa ie Weg ee foots eater an pene ats Auta A ny oe 
A MC ie oe es “ Po RENE rte 2! aa a echen ee pete amar ie te BF ts a Se nie eileen ON a aig eer ae ee ee ee Rit ie (ae 
(ee eget Be ee ecomrrgreer. om sea Ate Re ee nh Pe ae ly A Sah nae ET gage an Le ae Bg a | ones Mage as ae oo) ht ag a a cin a AMR Se may cage et bee 
poitie ae Sannrs pe € ‘ ne oe coe s a a =e se at ee ae ei bass ie «a eee ee eg a ae Sl oO das ee jana co Pete eee Roe rae cca ee ee SA a ee Poti ac or 2 BRL ee 
TS Tn, One ee emcee ae ee yor | me OO et etn ee eS NR gen = eee. oe, Bee re no ee tna ree ee ee aie L, | ae a ea a a ee OO A ea eo te eae (me re” NU ie tm ke |” RTS Se eee el ae ec TTA ie i ee gS oe hg ie 


Advertising Age, January 6, 1958 


PROMOTER — Rita 
Mackay, Chicago 
model, sparks 
Polk Bros.’ hi-fi 
promotion (AA, 
Dec. 16) as Miss 
Hi-Fi. 


a 

Fox Barnett Wilson Reisman 
MERMAIDING—Participants in the eighth anniversary open house of 
the Trewazx Co. in its new plant in Culver City, Cal., included Mari- 
lyn Barnett, who served as hostess dressed as the mermaid trade- 
mark of KBIG, Catalina; Jerry Fox, Trewax general manager; Stu 
Wilson, KBIG special events director, who broadcast from the scene, 
and Emil Reisman, Richard Meltzer Advertising Co., agency for 

the Trewax Co. 


FOR OUR MAJOR 


Promotional Vehicle 
CASEY CASEY” 


’ 


: * 4 i c | a . 
Met aN. q 
CASEY JONES 


omar 


ti 


TOOT, TOOT—Dan Loden (left), account director, Van Express. The miniature train is awarded contestants 
Sant, Dugdale & Co., and George Hankoff, eastern as part of the “Casey Jones” tv show sponsored by 
sales representative of Screen Gems, practice up on Wm. Schluderberg-T. J. Kurdle Co., Baltimore, for 
their railroading with a replica of the Cannonball its Esskay meat products. 


IDENTIFICATION—A 
giant replica of a 
Cracker Jack 
box, large enough 
to hold 228,000 
regular Cracker 
Jack packages, 
has been installed 
to identify the 
companz,’s Chica- 
go plant, coincid- 
ing with its 85th 
anniversary year. 
The sign was cre- 
ated by Federal 
Sign & Signal 
Corp. 


wHooPps—The juggling act here proclaims “the introductory sales 
success” of General Mills’ new muffin mixes—corn, raisin bran, 
date and orange—first put on the market last summer (AA, Aug. 26) 
and expected to achieve national distribution by March. The mixes 
are being promoted with a 6¢ coupon in each box (mix prices are 
29¢ for corn, 33¢ for others) and in supplements, women’s maga- 
zines and tv. The jugglers are Chuck Standen (right) of Tatham- 
Laird and Richard Kuska, GM’s muffin mixes product manager. 


LARGE-SIZE—California Packing Co. 

uses a small boy (not in scale) in 

this picture promoting its new 20- 
oz. “family size” catsup bottle. 


i 

. 
~ ¥ 

Garre Brewer Redmayne Finholm Wagner J 
Shinn Smith Ross Busby Usyd Heyworth Nicleen 

ELECTED—New officers and directors of the Tacoma by, KTNT-TV, past president, and directors Edward CELEBRATION—Pictured at ceremonies during the dedication of A. C. 
Advertising Club include Robert Ross, Nalley’s Inc., Garre, KMO; W. Redmayne, Vivid-Tone; Walter Nielsen Ltd.’s new headquarters in Oxford, England (see photo of 
president; Gilbert Smith, Vivid-Tone Poster Co., Finholm, Johnson-Cox Printing Co.; Gene Wagner, the building on Page 50), are A. C. Nielsen Sr., chairman; Dr. E. L. 
vp; Kay Shinn, Condon Co., secretary; Robert Brew- KTAC, and (not shown) Kirk Hull, North Pacific Lloyd, vice-chairman and managing director of Nielsen, and Lord 
er, Universal Printing Co., treasurer; Francis Bus- Printing Co., and Lee Merrill, Merrill Photography Heyworth, chairman of Unilever Ltd. 
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Department Store Sales .. 


Yule Week Shows Ringing 31% Gain 


WASHINGTON, Jan. 2—It was a 
very merry Christmas indeed tor! 
department stores during Christ-| 
mas week—the week ending Dec.) 
28—with sales across the U. S.| 
ringing up a resounding 31% gain 
over the similar week of 1956, 
according to the Federal Reserve 
Board. 

Sales for the four weeks to that 
date were 5% ahead of the previ- 
ous year and year-to-date sales 
were 1% ahead. 


s All 12 FRB districts showed 
gains as follows: Boston, 35%; New 
York, 34%; Philadelphia, 30%; 
Cleveland, 33%; Richmond, 37%; 


Atlanta, 29%; Chicago, 30%; St. 
Louis, 26%; Minneapolis, 33%; 
Kansas City, 26%; Dallas, 29%, 


and San Francisco, 34% 

Detailed breakdown of sales in 
these districts will be available 
next week. Meanwhile, the previ- 
ous two weeks broke down as fol- 
lows: 


% Change from '6 

Week Ending 

Federal Reserve Dec. Dec. 

District, Area, and andl 

UNITED STATES .......... 

Boston District 
Metropolitan Areas 
SERIE | Mencssssecensncesces 

Downtown Boston 
Suburban Boston .... 
Cambridge 
Quincy ............ 
Lowell 

City 

Springfield ....... 
New York District 
Metropolitan Areas 
Buffalo . : ; 

New York- NE. 

NOW JOTSOY ooeccccccecee 
Newark .. 
New York 
Rochester 
Syracuse .... 

Philadelphia District 
Metropolitan Areas 
Wilmington 
Trenton 
Lancaster penadeen 
Philadelphia 
Reading 
Scranton ......... 
Wilkes-Barre—Hazleton 
Cleveland District 
Metropolitan Areas 
Lexington 
Akron 
SOIT .. wrinsaverncssccsee 
Cincinnati 
Cleveland ....... 

Downtown Cleveland 
Columbus . 
Springfield 
Toledo 
Erie 
Pittsburgh = 
Wheeling- Steubenville 

Richmond District 
Metropolitan Areas 
Washington 

Downtown Washington 
Baltimore 
Downtown Baltimore 
Richmond - 

Atlanta District .. 
Metropolitan Areas 
Birmingham ....... . 
a 
Jacksonville .. 

Miami 

Miami City 
Atlanta 
Augusta 
New Orleans 
Knoxville jineemenpats 

City | 
Tampa ....... : ; 

Chicago District quiationse 
Metropolitan Areas 
Chicago ......... " 
Indianapolis 
EE 
MILWAUKEE oo.cccccseseseeceees 

St. Louls District 
Metropolitan Areas 
Little Rock 
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remedies for livestock and poultry, 
has named Doe-Anderson Adver- 
tising Agency, Louisville, to han- 
dle its advertising. The company 
recently moved from Hammond, 
Ind., where C. Franklin Brown 
Inc., Chicago, was its agency. 


Okays WMFD-TV Sale 

The Federal Communications 
Commission has approved purchase 
of a half interest in WMFD-TV, 
Wilmington, N.C., by Carolina 
Broadcasting System Inc., operator 
of WNCT-TV, Greenville, N.C. 
Hartwell Campbell has been named 
general manager of both stations. 
Claude O’Sheild is manager of 
WMFD. 


Druding Joins Stone Corp. 

Ted J. Druding, formerly assist- 
ant sales manager of York Con- 
tainer Co., has been appointed to 
the new position of sales promo- 
tion manager of Stone Container 
Corp., eastern division, Philadel- 


‘ IID <. inthicitadesinesmdhamemiatl + 8 4 
7 ES — 9 —13 
Department Store |fmaua 
“ **.Data not available. 
Sales Barometer Ad Specialty Company Sold 
+ : + Hi Principal assets of Osborne- 
—3 —? i Change from 1956 Kemper-Thomas, Cincinnati cal- 
Minneapolis District ....r+ 3 +2 endar and advertising specialty 
5 ag - —% company, have been sold for $2,- 
ete, aol Suburbs is ls Week Ended 500,000 to a newly formed Dela- 
ae ee — SO = SI 28, ‘57 ro ware corporation which will 
Cities |, oe om 0 continue the business under its 
7 ay +e 6+ 85 _|present name. The effective date 
Stetseneiiten Acces 3 1. ‘57 of the sale is Feb. 28, 1958. Identity 
Denver annie +5 + 23/2 Jan. 1, 5 to of the purchasers was not dis- 
: Topeka ids —2 +118 Dec. 28, ‘57 * % closed. The purchase includes a 
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Albuquerque .......0000... so —_fie -|Chicago greeting card manufac- 
Oklahoma City eT: —s —S5 | turer, but does not include OKT 
— ecensabschanebennsooansase -14 10 a "rae . P , | real estate in Cincinnati and sev- 
‘ i a ee . 
SON 8 es Bewntewn Eas Amecss 00 ..9| ete) other subsidiary companies. 
Kansas City MS. re —6 Westside Los Angeles . —5 — 2)| These operations will continue un- 
Dallas District 0.0.0... 4 —8| Sacramento ..... +11\der the name of Kemper Indus- 
Metropolitan Areas San Diego — 8 | tries inc 
PRED Uensstetnicstitctienstasitmedabiiosasine —1 + 2 San Francisco-Oakland .... 0 —1 : 
El Paso ....... —9 San Francisco City ........ —1 —4 
Fort {Worth ae oss 2 Oakland — %| Pratt to Doe-Anderson 
ouston .......... — _ Portland — . : 
recy on emaron -¢ =) one —3| Pratt Laboratories, Junction 
San Francisco District ........ mG ee 8] — BOOENS einsccccrectsseeeseserstaens — 4|City, Ky., producer of feeds and | phia. 
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Forthcoming Nielsen 
Coverage Study No.3. 
to Include TV Only | 


| 

CuicaGo, Jan. 2—A. C. Nielsen | 
Co. will conduct its third survey | 
of the potential audiences of televi- | 
sion stations and networks this | 
spring. 

Nielsen Coverage Service No. 3) 
will be in the hands of subscribers | 
by late summer, the research or- | 
ganization said. This survey will 
not include radio stations or net-| 
works. 

Requests for updated informa- 
tion on the fast-changing tv scene 
indicated a new survey was need- 
ed, said vp John K. Churchill. 
“Our proposals were shown to the 
industry a few weeks ago,” he said. 
“Within less than a month, more 
than enough dotted-line support 
was received.” 

NCS No. 3 will be similar to the 
1952 and 1956 reports, though sam- 
ple sizes will be increased. The re- 


ports give circulation and cover- 
age reports on individual stations, 
broken down by counties. 


Field work on the report will | 


take place in March and April, the 
company said. + 


Knowles to Gonser & Gerber 
Troy Knowles has been named 
manager of the business division 
of Gonser & Gerber, Chicago pub- 
lic relations consultant. Mr. 
Knowles previously was assistant 
to the chairman of the board of 
Helene Curtis Industries, where 


jhe handled the public relations 


programs of Helene Curtis and a 
group of other companies con- 
trolled by the same management. 


Syvertsen Joins Maremont 

E. T. Syvertsen has joined Mare- 
mont Automotive Products, Chi- 
cago, to head a new market devel- 
opment department. He formerly 
was general manager of the auto- 
motive replacement division of 
Thompson Products. 


GLITTERING— 
Colored spot- 
lights made this 
advertising “mo- 
bile” sparkle 
during the pres- 
entation to dis- 
tributors of Elec- 
tric Auto-Lite 
Ca.’s plans for 
1958 by D. B. 
Seem (left), ad 
vp. With Mr. 
Seem is J. P. Fal- 
vey, company 
president. 


All-State Rep Opens 


Representatives has opened a mid- ! manager. 


| western office at 5007 N. Hermitage 
All-State Radio & Television | Ave., Chicago. Barrett Martin is 


A FAMOUS AND USEFUL SENTENCE, that — because it 
contains all the letters of the alphabet, carefully 
assembled into a few well-edited words. 


In BROADCASTING Magazine, too, you’ll find 
everything from A to Z .. . everything that’s timely 
and pertinent about today’s swiftly moving television 
and radio business. It’s skilfully edited, likewise, for 
quick and informative reading—ungarnished by 
fancy artwork and layout camouflage, undiluted by 
generalities and superficial comment. 


Key to the sustained editorial vigor of BROAD- 
CASTING is found among the largest group of alert 
brown foxes in the whole realm of television and radio 
reporting. Backed by 26 years of experience in cover- 
ing, correlating — and promptly documenting — the 
growth of TV and radio, they are also far-&-away the 
largest editorial staff in the field. Working from five 
news-gathering offices in the U. S. and Canada, this 


*The only ABC member in its 
field, BROADCASTING’: total 
PAID circulation averaged 
18,428 copies on the last six- 
month ABC statement. Of these, 
incidentally, 5,053 went to 
agency-advertiser readers, 


if 


group compacts each week’s TV-radio happenings 
into approximately 350 stories and 80,000 words per 
issue of BROADCASTING. 


No other publication approaches such comprehensive 
and usefully cogent reporting. It gives BROAD- 
CASTING a clear-cut leadership as THE journal of 
electronic media . . . leadership reflected in more 
PAID circulation (as verified by the Audit Bureau 
of Circulations)* than the next three TV-radio pub- 
lications together. In turn, this reader preference 
(i.e., people pay only for what they want) has won 
advertising dominance for BROADCASTING as 
well. It’s measurable, again, by more advertising 
pages annually than appear in the next three TV- 
radio journals combined. 


You might put it this way: in television and radio 
coverage, there is BROADCASTING Magazine. 
Then there are only the others. 


BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 


1735 DeSales Street, N.W., Washington 6, D. C. 
A member of the Audit Bureau of Circulations 
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“Hidden Persuaders’ 


Will Be Movie Next 


HOLLYwoop, Jan. 2—Now they’re 
planning to make a movie out of 
“The Hidden Persuaders.” 

Plans for a comedy adaptation 


j}of Vance Packard’s best-selling 


book on motivation research were 
announced here by Ed Gardner and 
| Jerry Devine, two veteran broad- 
|cast writers, who have formed 
Gardner-Devine Productions. 

| Mr. Devine wrote and directed 
|the radio show, “This Is Your 
| FBI,” for many years. Mr. Gardner, 
| who wrote, produced and starred 
in “Duffy’s Tavern,” has been as- 
sociated most recently with J. 
Walter Thompson Co. as a tv copy- 
writer. He left Thompson’s New 
York office in October. He had 
been working on a contract basis. + 


Johnson Publishing Elects 
Grayson, Jeffries VPs 


Johnson Publishing Co., Chicago, 
has named William P. Grayson and 
LeRoy W. Jeffries vps of the com- 
pany. Mr. Grayson and Mr. Jeff- 
ries, eastern and midwestern ad- 
vertising managers, respectively, of 
Ebony, Tan, Jet and Hue, become 
| the first two executives appointed 
to corporate management positions 


William P. Grayson LeRoy W. Jeffries 


company’s 15-year history. 

Mr. Grayson, located in the New 
| York office, has been with Johnson 
10 years. Mr. Jeffries, in the Chi- 
cago office, has been with the com- 
pany eight years. 


cata the Johnson family in the 
| 


Dage Names Taylor-Chalmers 

Dage Television division of 
Thompson Products Inc., Cleve- 
land, has appointed Taylor- 
Chalmers Advertising, Michigan 
| City, Ind., to handle its advertis- 
ing. The division makes closed cir- 
cuit tv systems for schools, hospi- 
tals, department stores, railroads 
and heavy industry. 


If You're In Electronics, Communications 


Electronics purchases by the military during 
1957 should reach a whopping $3.9 billion 
Smaiier producers of electronic specialty items 
| will be in a stronger position this year for 
they will deal more and more directly with the 
| prime contractor. Uncle Sam is issuing more 
direct contracts and is broadening his base 
of suppliers in the electronics field. 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear you 
sell. They read SIGNAL, the official publica. 
tion of the Armed Ferces Communications And 
Electronics Association. You have 12 oppor 
tunities a year to sell them in SIGNAL. Get 
the tow page rates and the details from 


OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 


72 West 45th St., New York 36, N. Y. 
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SILENT—No copy has been used in this outdoor poster showing pack- 
ages only for Dominion Dairies’ Instant Nu-Milk. The idea is to get 
| package identification for the relatively new brand, according to the 
Mount Royal, Que., company. The campaign consists of showings in 
Toronto, Ottawa and Montreal coupled with saturation radio. 
Schneider, Cardon Ltd., Montreai, is the agency. 


Borden to Push | will be given free to purchasers of 


50’ or more of the company’s Res- 


; inite hoses and sprinklers. 
‘Chemical Products | Fuller & Smith & Ross is the 
at Trade Shows | 


agency. # 

New Yorn, Dec. 31—The con-| Latrobe Steel Adds Unit 
sumer products department of the Latrobe Steel C S oteaiin. 2 
Borden Co.'s chemical division | a bli “we os Se rs ee 
will begin its 1958 promotional ac- | ton . 4 . Ra — Wendri ing 
tivities in February on the West eae Cone Se _ peers 
Coast. formerly manager of the company’s 

Displays featuring Borden’s full | special products division, has been 
line of adhesives, vinyl garden named manager of marketing and 
hoses and sprinklers, and Borden’s will head the new department. 
38, a high nitrogen ureaform fer- Robert A. Ferguson, formerly sales 

: manager of the special products 


ilizer, will be featured at three)...” . 
conventions and exhibits during | “vision, has been appointed man- 


|the month. Borden also will ex- | ager of sales promotion. 

hibit at shows in Los Angeles in 

March, and Oakland, Cal., in Oc- Ryan to Aid Parks 

tober. | John J. Ryan, Army Times Pub- 
| Highlight of the company’s 1958 | lishing Co. market consultant, has 
national campaign will be a Bor-| taken a leave of absence to act as 
|den’s garden festival, scheduled | consultant to Maj. Gen. Harlan C. 
for May 24 through June 21. Dur-| Parks, head of Army-Air Force 
ing this month-long promotion,| PX system. Mr. Ryan is expected 
which will be advertised in maga- to rejoin Army Times about April 
zines, a $1 canister of Borden’s 38 1. 


HARDWARING 
NOW, You Get Better 


WHOLESALE DISTRIBUTION! 
H AR DWARE WHOLESALE SALES EFFORT! 
RETAIL OUTLET COVERAGE! 

ith 


& 


Beauty surrounding an historic 


in Bridgeport fsa mh 


port’s Barnum Festival parade. 


MODERN 


Take a minute to get a good lovk at Connecticut's 


sess tngadh ig —Ihdgioert. 1's tact bonne FRANCHISE CIRCULATION 


ing one of ai East’s = raven centers. ti os is Parade : MODERN HARDWARING 
Let’s start with population. Up 22.3% in the past dgepo REACHES ALL IMPORTANT RETAIL 


ten years— compared to the U. S. total of 18.8%. 
| OUTLETS SELLING HARDWARE 


Per coat of tamiiies reached 


Buying power is up, too—a very healthy 204%, 


compared to the U. S. total of 88.4%. And retail POST 9% | 
sales are on the upswing—have risen nearly 40% ers | 
in the past ten years. LOOK ....... 10% % Hardware Wholesalers 

j 11: ; LIPS..........46% * Hardware Retailers * Garden Shops 
Since 1953, over $55 million has been spent on «L Wende Ferm bagi 
new plant construction here by such companies * umber - re oe Dealers 
as Norden Laboratories, General Electric, pa etn tores o are tores 


Bridgeport Brass, Northeastern Steel and Sikor- Corporate Limits 
aie sky Aircraft. Besides industrial expansion, there’s 
also been a big boom in commercial building. 
Travelers Insurance and Remington Arms, for 
example, have put up new office buildings. 
Kresge and the Davidson store have built new 
headquarters in Bridgeport. 


with MODERN HARDWARING you reach 
all retail outlets selling hardware 


MODERN HARDWARING is the only Hardware publication with Fran- 
chise Circulation! Each retail outlet is checked by the Franchised 
Hardware Wholesalers’ 1200 salesmen for sales volume and credit 


responsibility. These are the ‘blue-chip’ accounts you want to sell. 


MODERN HARDWARING 


If you want your share of the big boom in Bridge- 
port, PARADE and The Bridgeport Post will give 
it to you. Each Sunday they call on three out of 


ok: i Edward B. Pope 
aa every four homes in town. Each Monday they OT ne, ni, I 
per begin to move goods off dealers’ shelves. 130 East 44th Street, New York 17, N. Y. 
Oxford 7-8715 
PARADE ...The Sunday Magazine section | Harold Bauman Russell B. Smith Keith Evans & Associates 
all of 69 fine newspapers covering some e as: | 130 East 44th St. 205 W. Wacker Drive 3723 Wilshire Bivd. 
2800 markets...with more than 16 million Mee > “Eaaciees engen hanes “Dota 6-901 
— readers every week. Represented nationally by Moloney, Regan & Schmitt, Inc. ¥ é -2981 
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Mainguy Joins Knipschild 
. Roy Knipschild & Co., Chicago, 
Coniing | sates promotion specialist, has ap- 


&: . as 
pointed Neville Mainguy creative | sé Agricultura © 


Conventions director. Mr. Mainguy formerly | 


‘was covy dinecor ot Wolaie &| MO n~nteetecm REACHES THE RICHEST 


| Briggs. 


Jan. 14. Advertising and Sales Club of 


Geant e. Royal York Hot _— ae pons vg a0 FARMERS IN THE WORLD 
Conference, Royal York Hotel, Toronto. Sanford Reisenbach, formerly of 
Jan. 17-18. Midwestern Advertising ‘ | 
Agency Network, Bismark Hotel, Chicago. Dancer-Fitzgera 1d-Sample, has 
Jan. 17-19. Advertising Assn. of the|joined Transportation Displays| 


West, midwinter conference, Hotel del|Inc., New York, in an executive | The important ranchers and planters of Latin America 
Coronado, San Diego. 


Jan. 20-22. Newspaper Advertising Exec- capacity. 


| 


utives Assn., Edgewater Beach Hotel, Chi- 


Hundreds of manufacturers—who at one time confined their promotion to U. S. 


enge. Kirshner Joins Pilot farmers—are making big sales in the booming farm markets of Mexico, Central and 

Feb. 19-21. Continental Advertising| William N. Kirshner, formerly South America. They rely on Agricultura, because it delivers the leading audited 
Agency Network, annual convention, Ho-| with Fred A. Niles Productions on-the-farm circulation .. . stresses U. S. products . . . demonstrates the latest and 
tel Warwick, Philadelphia. = ey - , best i f : thods 

Feb. 21-22. Northwest Daily Press Assn.,| Chicago, has joined Pilot Produc- in farming me : 
39th ooue meeting, Hotel Radisson, Min- | tions, also Chicago, as director of 
neapolis. : 

Feb. 23-25, Inland Daily Press Assn.,|*2#les promotion. WRITE FOR MARKET AND MEDIA — 
winter meeting, Drake Hotel, Chicago. . . 

March 3-4, New England’ Newspaper |Mary Wells Joins DDB Agricultura de las Americas 
Advertising Executives Assn., winter; Mary Wells, formerly with C. J. BPA - , ; 
mesting, Universtiy Club, Besten. LaRoche & Co. and McCann-Erick- é The Magazine of Modern Farming for Latin America 

March 9-16. Assn. of Railroad Advertis- cae 
ing Managers, Mayflower Hotel, Wash-|S0M, has joined Doyle Dane Bern- 1014 WYANDOTTE ST., KANSAS CITY 5, MO. 
ington, D. C. bach Inc., New York, as a copy 

March 27. Associated Business Publica- supervisor. 
tions, annual eastern conference, Hotel 
Roosevelt, New York. 


April 16-17. Point-of-Purchase Adver- 
tising Institute, Hotel Sheraton-Astor, 
New York. 

April 17. University of Michigan, 5th an- | 
nual advertising conference, sponsored by 
the departments of journalism and art 
and the school of business administration, 
in Ann Arbor. 

April 22-24. American Newspaper Pub- 
lisbers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 24-26. Advertising Federation of 
America, 4th District, The Floridian, Tam- 


pa. 

April 24-26. American Assn. of Adver- 
tising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. Va 

April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Ho- 
tels, Los Angeles 

April 30-May 2. Sales Promotion Exec- 
utives Assn., first national convention, 
Hotel Roosevelt, New York. 

May 4-7. National Newspaper Promotion 
Assn., national convention, Penn-Shera- 
ton Hotel, Pittsburgh. 

May 5-7. Assn. of Canadian Advertisers, 
annual meeting, Royal York Hotel, Toron- 
to 


a | - 
LATE FALL | SAAS Day 


SPRING 
SNOW | SNOW 


tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park | 
Inn, Asheville, N. C. | 

June 3-6. National Industrial Advertisers | 
Assn., annual convention, Chase-Park | 
Plaza Hotel, St. Louis. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas. 

June 9-11. Assn. of National Advertis- | 
ers, spring meeting, Drake Hotel, Chicago. 

June 22-26. Advertising Assn. of the | 
West, 55th annual convention, Vancouver, | 
B. C. | 

June 24-26. American Marketing Assn., |_ 
annual convention, Harvard School of 
Business Administration, Boston. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

Aug. 13-14. 3rd Annual Circulation 
Seminar for Business Publications, Edge- 
water Beach Hotel, Chicago. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4Ist annual convention, Chase-Park 
Plaza, St. Louis. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 20-21. Boston Conference on Dis- 


3 et a they Buy More because they Have More! 


tions, 44th annual meeting, Drake Hotel, 


| 
May 25-28. Associated Business en | 


Chicago. 
Jenbine Joine Shockey @ You'll find big, booming Indianapolis a mighty slick market for everything | One of America’s largest, 
james of poe gy tl ate g from sleds to slacks! Here are the cold facts: Department store and general richest markets ... where 
ates, New York, has joined Ralf : pe ne your advertising message 
Shockey & Associates Inc., New merchandise sales are each way above the national average—55.4% and 79.4% 
York merchandising and sales pro- tively.* And li committe j | $6,882!t Y can be delivered 385,000 
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The Roquefort Ase. has ap- records. Write for complete market and circulation data. newspapers. 
pointed Dundes & Frank, New 
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aptly deny lp Peto THE INDIANAPOLIS STAR 


= YOUR FIRST TEAM FOR SALES IN INDIANA 
Carpenter Joins Stevens 


sathosee tea oor. THE INDIANAPOLIS NEWS 
f has been named advertising assist- 


ant of Georgia-Pacific Corp., Port- 
land, Ore. 
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Australian TV Was Held Back in 
First Year by High Cost of Receivers 


SypNEy, Dec. 31—Australian tv 
has recently celebrated its first 
birthday. No greater respect has 
ever been afforded a one-year-old. 

Started in November, 1956, the 
present Australian stations cover 
Sydney (2,000,000) and Melbourne 
(1,705,000). They comprise four 
commercial stations and a national 
(government) station operating in | 
both Melbourne and Sydney. } 

The four commercial stations | 
(two in Melbourne and two in Syd- | 
ney) chalked up an impressive rec- 
ord despite high costs during the 
first year. They are now on the air 
for an average of six hours per day. 
As yet, little telecasting has been | 
undertaken outside regular eve-| 
ning hours, although all stations 
have some form of afternoon pro- 
gramming at least one day per 
week. One station has commenced 
telecasting Saturday morning 
breakfast sessions. 

Cost has been a bugbear since 
the inception. From the consumer 
point of view, the average 17” set 
runs in the vicinity of $450. The 
rub is that the equivalent of 450 
U.S. dollars requires approximate- 
ly twice as much effort to earn in| 
Australia as in the U.S. 


s Added to these costs are installa- 
tion, insurance and other allied ex- 
penses, plus a license fee. This 
compulsory license fee ($10) is 
charged annually by the Australi- 
an government to help finance the 
national station. Taken over-all 
therefore, the cost for an Austra- 
lian to install a tv set in his home 
represents an outlay comparable to 
a U.S. buyer having to foot the bill 
for approximately $1,000. 

Prospective sponsors in 1956 
were confronted with this thought, 
plus the resulting problem of lim- 
ited audience. Nevertheless, more 
than half the initial operating time 
of stations was sponsored, and the 
faith and courage of the brave who 
ventured is now being rewarded. 
Subsequently, of course, more and 
more advertisers began using the 
medium, and today the majority of 
programs are sponsored. 

But then there’s the other angle 
of cost—operation costs for the sta- 
tions concerned. Sir Arthur War- 
ner, chairman of Electronics Indus- 
tries, one of the largest and oldest 
manufacturers of tv receivers in| 
Australia, estimates that not one 
of the Australian commercial sta- 
tions had costs of less than $300,000 
in the first year. Furthermore, it 
has cost them $100,000 a month for 
programs, depreciation and similar 
expenses. 


# On the other side of the ledger | 
is the fact that Australia has been | 
able to benefit from the experience | 
of Britain and the U.S. in the tv 


field. One direct benefit gained was 
the standardization of a 625-line 
system. Another is that British—| 


; 
and to some extent American— | 


features have been procured for re- 
lease. 

Purchases from U.S. sources 
were severely limited by dollar 
control, but this position is now 
easing slightly. Among the better 


Negro 
Spanish 


RADIO 
NEW YORK 


known U.S. programs telecast in 
Australia are “I Love Lucy,” 
“Steve Allen Show,” “Dragnet,” 
“Disneyland,” “Perry Como Show,” 
“Life of Riley,” “Alfred Hitchcock 
Presents,”’ “Mickey Mouse Club,” 
“Father Knows Best,” “San Fran- 
cisco Beat,” “Highway Patrol,” 
“Four Star Playhouse,” “Victory at 
Sea,” “Kraft Theater” and similar 
films, plays and old movies. 


|Games obviously were a perfect fil- 
\lip for the introduction of tv in 
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The standard of Autralian tv | coverage in any part of the world. | must continually be on the ball and 
artists and programs has been com-| But the true test came with Aus-| players. Despite all these require- 
plimented repeatedly by visiting | tralian rules football. This is a fast ments, telecasting of Australian 
American and British executives— | spectacular game with 18 men rep- rules football has been an out- 
particularly for coverage afforded | resenting a team. The average oval | standing success, with the game 
sporting events. The Olympic|on which it is played has a 440-| gaining immeasurably from it. 
yard circumference, and the ball! 
can be kicked up to 70 yards. The s The future of tv in Australia is 
Melbourne, and stations did not let | big point is that it is never station-| unlimited. It is anticipated that 
the viewing public down. Cover-jary. It can move from one end of | 160,000 licenses will have been is- 
age was excellent and resulted in| the ground to the other in a matter | sued in Melbourne and Sydney by 
favorable comment from all quar-| of seconds. It can be in the air or|the end of 1957, representing an 
ters. on the turf. It can be marked (i.e.,| audience of some 480,000. This sur- 

caught) by a player, or kicked| passes the anticipated increase and 
® Telecasting golf tournaments along the ground. has been used as a basis to fore- 
was infinitely easier and drew the| In other words, anticipating play | cast a potential audience of 3,000,- 


remark from one visiting profes-|on a camera is well nigh impossi-|000 within five-six years. By that 
|sional that he had not seen better | ble. The director and camera crews | time, tv services should be well es- 


ow the National Turkey 
RKEY 


is good... 


and so good for you 
... economical, too! 
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Tow often a humorousty remarked. the things 
which are good ore aot good for you ” Wh iurkey, 
ject the opposite is crue. For rerkey men is both 
baghest wo prose and very low om calories —as receor 
tes made by Cornet! University clearly prove So 
turkey « beth gamd and goad tor you 

Here's how Or. Milton |b. Seott, director of the 
19SS.56 Cornell proterm-tet-vitemin studies puts + 
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Turkey 6 0 summertime treat your custom 
ors will go for. Highest in protem ond low m 
tat turkey +s an excellent worm weather tood 
Whole or cut vp, turkey con be fred. broded, 
borbec ved or roosted just he other meot 

There s 0 wre to suit every summertime 
occasion big birds for church club bueness 


NATIONAL TURKEY FEDERATION Mount Motris, Illinois 


and community ovings. smatie: birds for home 
meols, fomly premcs and patio berbecues 
Sell turkey by the pace or by the whole bird. 

The new crop 4 now in season Small fryer. 
rover turkeys ore especially low in pres 
ng cow 
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All good selling is specialized 


... and nothing specializes like the business press 
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tablished in the other capital cities 


—Brisbane, Adelaide, Perth and tent still further. As in all coun- troduction has been the increase in 
Hobart. One-third of the Austra- tries, the public prefers live local! the use of radio by Australian ad- 
lian population could then be view- | artists to imported filmed presen- | vertisers. Practically every station 


ers. 


In order to draw a comparison, | plies to commercials. A local sales|tv is now entrenched) reported 


the present position is that 15% of 
homes within range of tv stations 
in Melbourne and Sydney have 
sets. This contrasts with 85% in 
comparable areas of America. 

One point at issue now that the 
public has become tv conscious is 
the old controversy of film versus 
live programs. Initially, programs 
were invariably film, but following 
the introduction of a greater per- 
centage of live telecasting, the 


jclamor is to step up the live con- 


| tations. Much the same position ap- 
| pitch is preferred to an imported. 


s Apart from patriotism, this is 
not difficult to understand. The use 
|of overseas recorded commercials 
|is virtually banned under existing 
| regulations owing to pressure 
| brought to bear by entities such as 
Actors’ Equity. Additionally, the 
| Australian voice is preferred in the 
main to others—on the grounds of 
sincerity and conviction. 


One seeming anomaly of tv’s in- 


|in Melbourne and Sydney (where 


profits of record proportions dur- 
jing 1957. Analysis reveals that tv 
|has thus tapped a share of the ad- 
'vertising budget which previously 
had not been exploited fully. It 
shows further that advertising in 
Australia is shaping a pattern that 
could mean record incomes for all 
advertising media in the future. 
Thus the Australian tv scene de- 
velops. Color tv appears to be a) 
decade away, but whatever trans-| 


pires, activity on the tv front will 
increase with a constantly larger 
share of American programs being 
introduced to Australian viewers. 
It is hoped in turn that more pro- 
grams of Australian origin will be 


shown in the U.S. and that Aus-| 


tralian artists will eventually be- 
come true identities on the Amer- 
ican scene. + 


D'Arcy Resigns Two 

D’Arcy Advertising Co., Cleve- 
land, has resigned the accounts of 
O. Ames Co., maker of Ames-Maid 
housewares, and Parkersburg Rig 
& Reel Co., both of Parkersburg, 
W. Va., effective Feb. 1. 


Federation uses businesspapers 
to build year ‘round sales 


OBJECTIVES: While everyone appreciates turkey at holiday time, 


M. C. SMALL, 
Executive Secretary-Treasure” 
National Turkey Federation 


emphasis was placed on building increased sales for everyday use 
throughout the year. The National Turkey Federation planned this 
businesspaper campaign to stimulate year ’round use of turkey as a 
healthful, economical, popular food for home and restaurant, school 
lunch room, hospital service, and other mass feeding institutions. 


Each ad, adapted to the season, played up the new findings by 
nutritional experts at Cornell University of turkey’s important place 
in the diet. Dealers were encouraged to promote turkey’s high 
protein and low calorie content as well as being a most delicious 
and popular meat. 


SCHEDULE: Two-color spreads and page insertions were used in 
17 merchandising, institutional and professional publications. 


RESULTS: “Total results of the 1956 Eat-More-Turkey promotion 
campaign were excellent. Turkey consumption was 125-150 million 
pounds more than in 1955, for a gain of nearly 20 per cent. 


“For the twelfth consecutive year, businesspaper advertising has 
been the backbone of the Eat-More-Turkey promotion campaign. 
During that time, sales of turkey have shown a greater percentage 
gain than any other poultry or red meat. Our 1956 businesspaper 
campaign brought in more than 2,000 inquiries within the first 
ninety days. In our judgment, concentrating approximately two- 
thirds of our total appropriation in businesspapers and related 
literature and merchandising aids is the logical approach to our 
objectives. To have attempted to do the job through consumer 
media with our limited budget would have been impossible.”’ 


AGENCY: David W. Evans & Associates 


THE ASSOCIATED BUSINESS PUBLICATIONS 


“Businesspapers ...The Working Press.’’ This booklet spells out 
the function of the business press in today’s economy. Shows 
intensified use of the medium by American business men... and 
illustrates effective use of businesspaper advertising pages. 
Sequel to such famous ABP ‘“‘best sellers” as ‘‘Tell All’ and “‘Copy 
That Clicks.’’ Ask ABP — or any ABP member — for your copy. 


LOOK FOR THESE SYMBOLS 
OF WANTEDNESS: They iden- 
tify members of the Associated 


ApP 


lead- 


ing businesspapers, working to- 


a 


205 East 42nd St., New York 17, N. Y. © 201 North Wells St., Chicago 6, Ill. ¢ 925 15th St., N. W., Washington 5, D. C. 
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‘End Use in Ads 


of ‘Imperial Quart,’ 
Court Tells Brewer 


HARTFORD, Dec. 31—Narragansett 
Brewing Co., of Cranston, R.I., will 
abide by a Connecticut food and 
drug commission request to stop 
advertising its large size bottle of 
Narragansett beer as a “giant im- 
perial quart.” 

The imperial quart—used, for 
example, in Canada—contains 38 
oz., aS compared to the standard 
U.S. measure of 32 oz. 

“It is better to use the standard 
American quart designation, so 
there will be no misconception as 
to size,”’ the commission said. 

Hereafter the bottle will be re- 
ferred to only as an “imperial bot- 
tle,” with the word “quart” elimi- 
nated. 

Cunningham & Walsh is the 
Narragansett agency. + 


Tensolite Wire Names 
Ad Manager and Agency 

Edward H. Caroe, formerly a 
member of the advertising depart- 
ment of Union Carbide Corp.’s Sil- 
icone division, has been appointed 
advertising manager of Tensolite 
Insulated Wire Co., Tarrytown, 
 & 2 

Muller, Jordan & Herrick, New 
York, has been appointed to han- 
dle advertising for Tensolite, 
which produces high-temperature 
electronic wire, magnet wire, co- 
axial cable, air frame wire and 
multi-conductors. 


ABC Adds Affiliates 

KSHO-TV, Las Vegas, Nev., has 
affiliated with ABC Television as 
a primary affiliate. The station, 
formerly an independent, replaces 
KLRJ, Henderson, Nev., as the 
ABC outlet in the Las Vegas area. 
WLBR-TV, Lebanon, Pa., also has 
affiliated with ABC-TV. The sta- 
tion is part of the Triangle Publi- 
cations group. WTXL, Springfield, 
Mass., an independent radio station 
since its inception in 1949, has af- 
filiated with ABC Radio. WTXL 
replaces WSPR as ABC’s Spring- 
field affiliate. 


Sears Appoints Doner 

Sears, Roebuck & Co. has ap- 
pointed W. B. Doner & Co., Balti- 
more, to handle radio, television 
and transportation advertising for 
Sears’ stores in the Baltimore area. 


HE CAN HELP YOU | 


for fast 


If you're a - 
stribution 


Direct National 


~ 


Barney Kingston Merchandising Director 
Don't be fooled by the “outlet map” 
on your wall! It's ome thing te put 
your product in storee—it's quite an- 
other te move it. 
If your product or service lends 
ng—whether 


it- 
self te personal selli in « 
home, office, store, institation, service 
station, ete.——it will pay you te in- 
vestigate the booming $9% billicn 
DIRECT SELLING FIELD. Manafec- 
turers and agency executives often 
amazed te learn hew ecasy and inex- 
pensive it is te move merchandise 
through modern direct selling—in ALL 
counties of the 48 states and in the 
“ie oo sues 

es on your er 
service without mw. Beg 
part. If your preduct has potential tia 
eur field, we submit 34-year sales 
tested plan fer consideration; sample 
plan starts 50 new 


dising Director, Barney Kingston, . 
A 221, Salesman’s OPPORTUNITY 

Magazine, 850 North Dearborn Street, 
| Chicage 10, Ul. 


at 


ee ee: SN ie Tree ss ae ee a rg ee ee i ee os oe ee | Mr MeeeC Se a i SO le Seg oe ee ee Sh). a: Se (eens) ye eee | es Rea FO 
Me ee tee a SS 2 ee Sag oe Sy eee ti eee. |, gah hens 
ee a pre ea ee A ees, Be ea (ye Pare a: Pie ay ve fk ea a Bete at a ee . we Ny oe ied P| TT ke ee ae zy eet, SIC OES Ra = Cee Ae eRe . POEM, ae ee i> Sd 
he: aR , a ; ot ae Satan Camis ors verte is On a bits ait : Bas eo) GA oe Sat eee a Beet fy ae ee Flay ea : 
cee a ee ae ay GP ea gear ea ea 5 SoM gee i or aut ‘ce eee peace, 2 wee eee 
ee ne ee ee, A ee : a a pen | eee ia ae 
fae : SA 2) 2 eee ‘oc ae a 3 eee 4 et See ae te eet Mee ke es é c Ser ; cae Soueul Moi : eet ee Pest ae 4 
ae ae re pe ae ta ee ee she | Ble a ee erica ae ea en a es oa oa Se ee Se ee a et Sagan eee 
a i ee tome Ge! ee A | Ee EN te eRe er Meets ETT SRR Oo yin Te gaye lew ee ean Tae, eae 
dh © ih ‘ ’ 7 St ee ala - i ae i pti) Cae eae see ag nice ured ele iain eas a cg BIR = See SE a Tee te gr Get le * SS Seam ae ee ih aes Sige el a é i * = * * oy ears 
a a 2 
- . a, 
a a i 
po om 
ey 
oo 
Bee 
—— a as 
eet 
— i 
oh 
prs 
ae. 
Sere 
fae. 
4 
eee SSS ooo | ya 
Od 
a 
Peg 
ot 
et 
ree 
are 
ae 
ances 
-o 
a 
| 
oy 
ae 
Late 
2a 
Pia 
ma 
ee 
a 
ek, 
4 
Pie 
cas 
‘ ze: ey 
-- y 
ee <= 
Neer Per 
Y iatt 
#E 
eu 
r r by 
ony, 
7 ~ 
tsk oe 
rat 
Pe 
Pi 
| a 
ee | 
j ares 
\ 
ee e 
i 
axes SATERAEETEEE RRND 
= 
ai 
| 2 | vties 
2 : bs 
z 
; | at 
| + 
. | 
| | 
: 
in : 
‘ aS 
rs 7 
. 
. Z 
. . : a 
. 
. 
4 gether to give their readers— 
e and their advertisers—more for 
—— 
° their money! i 
7 
& 
ee ‘" 
' c 
month .. many of which mew de 
from $250,000 te more than $12% 
millien annually. 
, Send factual data te our Merchan- 
j 
as 
LF 
* A 
, ‘ 
is “aN eh i 4 Se = Bem e . A pars rt of ‘ he he pm ‘ eg e 3 + — - od egy nan me P ‘ eye ay oui: at 
rid ; ef ae eee he ee ee ea ee 4 : i ‘ ee ni het oo ae + ae Mer alg 3 alae re SI am MMS tee a — 
pan ate + Ore Pee cet Sia a St PE pe Te a Pe ee os i ee ee ee 2) ee eS ae eC) ee, Sei ek Reape See “a 
Rr ee eae Merits RRS ye Serene it lenge MR. 1c oe coke oe ae eRe eg Mi Ce Mig ce ad Mie ge Ae Ge ee eee tar a) Pee ees | ae Pe Piet s Sa ee gee ee 
PS et ty ORR aes Mr BE 8 wat a ct AS ee te eC Oe ee gk ee r aed Mele Soe ebb eg ie = Lee, eto ee op ae agate: See te: : eet ds age ee gee 
alt Se ere aS AEA isle eo ve ag ee A ee SE em, CMa Ean NEY sll Nora i ae Rare rata ete DST eR 8 a ak ange ith a ae aE Re: Aa Ee Senge niet RNR iy CG Tet Ce MNES oe CE ee er ee eee 


Advertising Age, January 6, 1958 


How One Agency Handles jing a small number of trade publi- 
That ‘Cut Cost’ Problem |cations which continuously ask for 

To the Editor: For several years |cut charges before using a photo- 
I have shared Stephen Baur’s|graph or even a good, pertinent, 
viewpoints (AA, Dec. 16) regard-|newsworthy and timely and short 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


jnews item. 

| I do the obvious thing and drop 
|them from any mailing list they 
happen to be on. Next I send them 
a courteous note explaining they 
would henceforth receive no news 
releases concerning the particular 
client, give them the name of the 
agency’s media buyer and send 
copies of the letter to the account 
| supervisor and the client. 

| This small segment of an other- 
|wise large, important and ethical 


business books for the industry, 
and only recently had published 
“The Man Who Made General 
Motors.” It will interest your read- 
ers of the Buick story of the early 
struggle of David Buick, who was a 
local plumber in Flint, who first 
fussed around with a marine en- 
gine and finally found a way of 
hooking it up in a crude way so 
that it would propel “something” 
that did not have a horse in front 
of it. 

I tell all this in one paragraph, 
but it took Buick years to make 
the progress mentioned, and finally 
got disgusted with the early trials, 
and could not get a buyer for the 
blueprints, the sample car so 
called, and everything that went 


ing tv or listening to radio at that 
moment. If radio, AM or FM? If 
radio or tv, what program? If lis- 
tening or viewing, how many per- 
sons? How many children? 

As not everyone was at home, it 
was necessary to call 12.2 numbers 
for every ten persons interviewed. 
People were very cooperative. 

Only 11.5% of those contacted 
were without either radio or tv. 
83% had tv. 87% had radio, 81% 
had both. FM owners comprised 
52% of all or 59.6% of radio own- 
ers. 

43.4% of tv homes, or 36% of 
all, were watching. 26.4% of pro- 
grams being watched were chil- 
dren’s. Each set averaged 2.2 view- 
ers. 


with it, when he asked $1,800. 


| Remarkable Rockhoud 


+ + + 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


31st in the nation in spendable income per household! 
2nd largest machine tool center in the world! 
11th in the nation in postal savings! 


Remarkable Rockford, Illinois is a market that can 
mean real profits for you. It is a growing industrial 
community . . . surrounded by a rich agricultural area. 
For full details write for new FACTS BOOK! 


IN ILLINOIS — 


es? 


|group of magazines really should 
come under the heading of mail 
order catalogs. 

I have often “gone to bat” for a 
young or new publication when 
I've known it was having tough 
sledding getting started, but that’s 
nothing to do with the above. 

Frazier E. Nounnan, 
Publicity, Gourfain-Loeff Inc., 
Chicago. 

* 


It is lucky that Buick could not 
find a buyer, for later, when Jack- 
son and Bay City could not raise 
enough money to start a plant, 


Flint made Buick, and Buick made 
Flint. And now, gentlemen of the 


back. 
J. H. Newmark, 
Miami Beach. 
7 + * 

DeMotte Solves Research 

To the Editor: The Buick resume | Problems with Great Ease 
in the Dec. 23 issue of ADVERTISING; To the Editor: Several of my 
AGE is a splendid job well done, | friends did some research Sunday, 
and I congratulate you. Other or- | pec. 22, from 6 to 7 p.m. Their ob- 
ganizations, aside from the auto- | ject was to check radio and tv pref- 
mobile industry, will profit by it.| erences during that hour, and they 
| Smugness in business is a dan-| accomplished this by phoning peo- 
gerous thing, and the surprise is|ple at random in the Manhattan 
that it happened to an important | and Brooklyn telephone books. 
unit of the mighty General Motors.| frankly, I prompted this project 
Buick will snap back, of that there | in order to get some idea of the 
is no doubt, but what happened is | listenership of my program, the 
an example for others to be on the /DeMotte Concert Hall, which is 
watch. : ; |heard in New York over WNCN- 

I am well acquainted with the | py every Sunday from 6 to 8 p.m., 
jo years of General Motors, and| ang in New England through the 
was a cub in the sales and adver- | facilities of the other stations of 
|tising departments of Oldsmobile |-phe Concert Network. 


‘as early as 1906. I wrote the first My program consists of classical 


Veteran Recalls Buick’s 
Early Struggle 


AUGA ALA 
Ke BIRMINGHAM NEWS P H 
MONTGOMERY ADV JNL 


42000 


30 
15342 


8 
3366 


music and commentary (which I 
write and speak) and includes in- 
terviews with well-known musi- 
cians. The program has a commer- 


291 
847 


7-3 


PRL? 


16.5% of all, or 19% of radio 
owners, were listening to AM. 

58.6% of FM owners, or 34.4% of 
radio owners, or 30.5% of all, were 
listening to FM. Each radio set, 


Flint finally came across with|AM and FM, averaged 2.4 listeners. 
$100,000 and got the plum. And/| 


In 4% of all homes, tv and radio 
both were on, tv being watched by 


| children. 
Fourth Estate, watch Buick come | 


24.5% of FM listeners, or 14.4% 
of FM owners, or 7.5% of all, were 


| tuned in to my program. My guest 
|that evening was Joseph Szigeti, 


the great violinist. 

Perhaps the results were due to 
the dinner hour. People do like 
good music with their meals, and 
watching television can be incon- 
venient when dining. Regardless of 
the reason, the fact remains that 
more people were listening to radio 
than were watching tv during this 
hour. And the programs they were 
listening to were definitely adult 
in character—and just as definitely 
low-budget. There should be a les- 
son here for broadcasters and ad- 
vertisers. 

Warren De Motte, 
New York. 
+ . ° 
Tracy Samuels Stays 
on Staff of DCS&S 

To the Editor: You put me on 
the staff of Sullivan, Stauffer, Col- 
well & Bayles instead of Doherty, 
Clifford, Steers & Shenfield, in the 


| Dec. 2 photo roundup of the Four 
cial format, with seven or eight! A’s. 


one-minute commercial or public- I would have let it go at that but 
service announcements during the | my Christmas mail is beginning to 
two-hour period. I also write and|carry a number of references to 


DWIN ALA 11,800 


BIRMINGHAM NEWS P H 
MOBILE PRESS REGISTER 
MONTGOMERY. AC 


| PENSACOL 
RBOUR 


deliver these commercials. 


| simply. 
their phones were asked if they 
own radio or tv or both. If radio, 
AM or FM or both? If they indi- 
cated ownership of any of these, 
they were asked if they were view- 


what seems an unannounced 


The phone check was conducted | change in my business life. 
Persons who answered | 


“Does this mean anything new 
in your life, or are four-letter 
agencies becoming as interchange- 
able as four-letter words?” one 
friend wants to know. 

I guess you’d better clear up the 


as 
This gentleman is from the Orient— ce 
Tientsin, to be exact. An estimable 

person, and he wonders whether we 
could open a plant in the Far East. 


Pet 


GAD SDEN 


ATLANTA CO 
BIRMINGHA 


ATLANTA CONS 
BIRMINGHAM NEB\ 
MOBILE PRESSE 


ANNISTON STAR 
ATLANTA CONSTI 
BIRMINGHAM NEW 
GAOSOEN TIMES 
NY MIRROR 
WY NEWS 
MY TIMES 


MBERS ALA 
ATLANTA CONSTITUTION 
BIRMINGHAM NEWS P H 
COLUMBUS LEDGER. ENGUL 


COLUMBUS are of surpassing quality. *We woulda 
MONTGOMERY welcome them in our country.” 
N ¥ NEWS 


and Associates 


DAY AND NIGH 
160 E. IIlinois Street 
Chicago 11, IMinois 


Telephone: 


19el 
12.7 
Aad 


Said he, “Your McGrath engravings 


TF. McGrath 


PHOTO ENGRAVINGS 


T SERVICE 


DElaware 7-5142 


There is this to add: “McGrath 
for engravings” is quite a popular 
directive. Color as well as black and 


cide GE a... eee Serre ee ee ee oe 
ee ee ee cco 2 rr ¥. ig jae Oy dete 7 ge ee aia 
i a # ‘ Soe ats pee oe oi ee oe ee | ee OOO ne eh, Oo ee 
— a ae . eee a 5 ioe i. = eer ie om ee its — — 
get ; es a ie a ee 
yes — : 
Bone , 
a 
Ba o : ee 
oie | 
a. ee | 
ae 
Ry 
bain 
ore a 
ae oC 
| ip scolindipsisaanl ap 
=e of half a million people ... & . 
a , fea fame ae 
- | = a Ro ees 
— 2y07T6 5149 
Pa: iy? : em 2650 202 EE a 
ge ee a ee agers ae a a 
ae : eS ee eigen ee es nS * a i ,. os fei 
- ae se? puvers® ee 
eg Co 1A B oe | an oe 
ix tT ee TION mm * 
*. N _a rere CIRCULA eR . 
Pap eer = ast COMPL Rg CIR cytAlioNn = tf 351. 3s 
stmt 4 BIRMIBe\\\\ie oe ie E te Be ee ads 2861 (OO aa———ee—— —— 
; : oe we NEWSPAP UNT 1ES eee 1,116 1 _ a 
= aoe i 206" CBY CO ie <i cel ee ¥p . 2a 
o : MON TGt \ \ eer ay mice sig eats - ar —. x 19503 2: . os q - cate = 
ek NY NE ae elses: ee eee ane you the ess 37 * bye , ; 
wag ‘ \ a ~ Did ues ; ae pook give® viable at pois jet ¥X | —_ . , . ¢ 
1 he BE \\ _ a page date s in z om a, r staal a“ 
ee BIRMING \ _ =» se newspape ©, o72 counties gc. 19302 3 € ey 
att TUSCALOG® | || | ng level for all and 668 "° a 241 ee 
ci \\\\ cae county ons 957 ABC. p.m.,and sv ~ hae, 
ee DUNT wi = _ uw S. Cov circulation pegeeage ratio of ae ee Ae : . - 
«pial BIRMINGH \ a new spores ity circulation each county: i a 19366 2 
* ; Pett |i —-—~_Detsils S00" gaeitigy ie gitable Nor, Be 
ea rer ne cirevlot werent informaNON | Hication $9 Also, ai 5) 2 # 
" VLLOCK nn Ot ay Come.” age . 
; : Qed ci rn Z PO - 
| eee ) ‘= ee ae eee oe > | 
ca \ a whiten 450 i (wtté« / } 
es if BS See ny eae eet: . BES 
Aiea MONTGOMERY ATL \ \ a 7 TR) gy. » New federal . i a alee See 5 rit ses 25720 fe 
* | ' an a —— ie ee? ed as er eens Pi eel a7 » 3T* ms f 
Ba er 253,265 .5 a 
2 ——— FE 1 : 7 
es \\\ SS ————— 
=? \\\ {aaa KE é 58 ek 
ea 7 | AZZ==-—=—_—_ + eee i ~ 
Gee s SS—— + tomer ‘ 
om : -atie : * 
# re RE a why aenzs 33 \\ 
* }10 Le? 19209 1;267 2 , \\ 
“ 16308 137 97 1.342 14 ; ‘ 
‘ae : A | white, both good—really good! 
aos wee ; aie i ; : ; . . ‘ - lh Tagg - a eee — : Se ee ake het ee es sell cin fe os ‘on - Hl z . os af Ts at v4 - Pee - ; ie oe Bx ~ a ‘ es tas . , E 
ae a eee En ee ee Be Ge i ee ge a Rees Linge oer sages mete ie ae Bye ee 
ee ie gS Re Saou lee ere eae ees eB Ma ee ee Sn ee 9 RE). eT na Se se SO TR ge Pa es a 


Advertising Age, January 6, 1958 


matter. 
I’m at DCS&S and have every 
intention of staying here. 
(Miss) Tracy Samuels, 
Doherty, Clifford, Steers & 
Shenfield Inc., New York. 


Agency Man Sate; Dog a Help 
in Client Product Test 


To the Editor: I own a dog 
named Rocky, after the road to suc- 
cess in advertising. All of his eight 
years Rocky has lived almost ex- 
clusively on Pard dog food, re-| 
buffing every attempt to provide 
his diet with variety. 

A week ago, when Roche, Wil- 
liams & Cleary and U. S. Advertis- 
ing were about to get together, it 
seemed appropriate to try out Wil- 
son & Co. Ideal dog feod, a,U. S. 
account. I bought half a dozen cans, 
figuring to make an in-depth test, 
against starvation if necessary. 

I placed Rocky’s first dish of| 
Ideal on the Dec. 16 issue of AA! 
which told how Grey’s Fatt fell in- | 
to the fire when he confessed to us- 
ing a toothpaste other than Koly- 
nos. The dog sniffed the Ideal and | 
walked gingerly around AA a cou- | 
ple of times. Then he fairly bolted 
down the food, licking his lips ap- | 
preciatively. 

Same way every day afterward. 
On Christmas Day we had run out 
of Ideal and Mama tried to sub- 
stitute a can of Pard which was 
still around the house. Rocky 
sniffed it once and walked away. 
Couldn’t get him near it after that. 
Late in the day he compromised on 
turkey with gravy. Probably Wil-| 
son & Co. turkey. 

M. F. Williamson, 

Vice-President, Roche, Wil- 

liams & Cleary, Chicago. 


Make Truth Attractive, 
To the Editus i want to thank | 
you for this opportunity to sound 
off a little about misleading ads 
and advertising that is in bad) 
taste! First, however, I'd like to! 
shout a hearty “hear, hear” in favor 
of your “Advertising We Can Do) 
Without” feature. In my opinion, | 
it serves the same very useful 
purpose as does your “Eye and 
Ear” column in another field. Un- 
fortunately, those who create 
“shock” copy and utilize artwork 
that is obviously in bad taste are | 
only substituting “the easy way 
out” for the use of grey matter! 

Since all of my professional ad- 
making experience has been in the 
field of motion pictures and tele- 
vision (with a year or so writing 
radio blurbs) I'd like to put a bug 
in your ear. 

It’s a big, fat, noisome bug and, 
if it ever gets together with the 
opposite sex of its kind there will 
be a lotta trouble breeding. 

May I begin with a sweeping 
generalization? 

To wit: NO BUSINESS THAT IS 
BUILT ON MISLEADING AD- 
VERTISING WILL LONG EN- 
DURE. 

Today the motion picture busi- 
ness is dying on a thousand far- | 
flung theater screens. 

For many reasons it cannot com- 
pete with television. 

I believe that one of these rea- 
sons is the abominable record of 
lies-in-advertising that has been 
racked up by the motion picture 
business. 

The unsupported and unsupport- 
able BIG CLAIM. 

The superfluous superlatives. | 

The out-and-out misrepresenta- 
tion of plot content. 

The willingness to play on man’s 
basest emotions through the use of 
double-entendre in copy and re- 
touched art. 

Of course we both could go on 
and on. 

And we could document every 
argument merely by turning to the 
motion picture section of any daily 
newspaper. 

However, this is not my intent. 


What I would like to accomplish 
is the relation of this sad record 
of motion picture BADvertising to 
the field of ADVterISE-ing in tele- 
vision! 

(I know that I’ve stooped to 
a trick ... but I think the trick 
proves a point.) 

We in television advertising, 
whether it be on the national net- 
work side, on the local station level, 
in the agency or (as in my case) 
with a syndicator-distributor of 
film, MUST daily remind ourselves 
of the TRUST we hold. And we 
must hold it dear. 

What a great challenge it is, too! 

The challenge? 

Why merely to tell the truth at- 
tractively! 

But, above all, to tell the truth. 

Because, if we don’t . . . just as 
sure as ADVERTISING AGE is the 
premiere publication in its field 
. . . television will go the way of 
motion pictures and some day lie 
mired in the quicksand of its own 
making—where a big sign reads: 

“DANGER ... STAY AWAY... 
THIS IS NOT WHAT IT IS AD- 


, VERTISED TO BE!” 


Robert I, Holt, 
| Advertising Manager, Gross- 
Krasne Inc., Hollywood, Cal. 


| 


| a 7 2 
‘Note to Libby on | 
Satellite Saucer Offer 


ping from the Dec. 23 issue of AA. | 


that sells in any discount house for | 
$2.88. 

Maybe Libby’s people ought to 
|look into this...cuz this ain’t no| 
deal! 


| 
Larry Rothman, | 
Gateway Advertising Co. | 
Clairton, Pa. | 
© . e | 
Cites Confusion Between 
‘Convince’ and ‘Persuade’ 
To the Editor: “It was the deal- 
ers, primarily, who convinced top 


brass to play up two main points | 


in future ads .. .” (AA, Dec. 16, 
Page 46). ; 

Please, not “convinced”: —per- 
suaded! 


|stationery to this letting down of | 


To the Editor: Enclosed is a clip- |SP0tted it recently both in Time 


This satellite launcher looks a great |! Was not surprised to see it in a 
deal like the Ideal Toy’s launcher Winchell column. 


You do not convince somebody to | 
do something; you persuade him. 
You may, though, convince top | 
brass that it should, etc. 


J. Allan Hovey, 


65 


ation the high visibility it deserves. 


Churchville, Pa. 


Reason I am devoting time and 


1957 
our noble language is that I have 2nd best 
KOIL station 
magazine and the New York Times. Mon. 36.9 18.4 
Aft. 40.8 15.5 
Eve. 48.3 20.8 


Let Rough Proofs give this situ- | 


HOOPER - OCT. - NOV. 


A COMPLETE SERVICE FOR ADVERTISING AGENCIES 


SELECTION 


OFFICE 


SPACE JULIEN J. STUDLEY 


inc. 


REAL ESTATE LEASING 


NEGOTIATION | 


‘342 MADIGON AVENUE OXFORD 7.7788 


REQUIREMENT | 
ANALYSIS _ 


res 


On close inspection, however, they’re nothing more than fictions: 


artificial combinations 


of adjacent cities each of which has its own 


newspaper loyalties. ® For any such “market” no single newspaper 
buy can provide total coverage. The result is partial penetration, at 
best. ™ Not so in Erie. Because here, in Pennsylvania’s 3rd city, the 
circulation of The Times & News (over 90,000 daily) covers the 
whole market, not just part of it. @ The combination is ideal: a 
bona fide market, ranking high among the leaders in its state, and a 


medium that delivers it. ® That’s 


The Erie Times evening 


The Erie News morning 


The Erie Times-News since» 


why Erie is the only logical 3rd 
market buy in Pennsylvania. 


dé 
— 


When you think Pennsylvania, 
think Philadelphia, Pittsburgh 
—and Erie. 


For the latest market and media data, call The Katz Agency, Inc. 
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Merchandising ‘Savoir Faire’ Is 
Key to Honig-Cooper Shop's Success 


Built on Debris of | Almost literally, advertising on 


‘the Pacific Coast and the Honig- 
San Francisco Quake, Cooper Co. have grown up together, 


H-C having gotten its start in 1908, 
Agency Marks 50th Year at a time when San Francisco was 
San Francisco, Dec. 31—The 4 Quiet but prosperous city of 403,- 
year just ended saw what was per- | 462 souls who were only mildly cu- 
haps the greatest movement of cli- ious about advertising. 
ents among ad agencies in a decade Founder of the agency was young 
or more, with many of the nation’s | Louis Honig, a native San Fran- 
biggest, as well as the smaller,|ciscan who went east after grad- 
agencies suffering from “client | uation from the University of 
hopping.” |California in 1898, to become a 
In San Francisco, however, Ho- | newspaper man. 
nig-Cooper Co., one of the largest | Association with the New York 
and oldest independent agencies on | World and the Hearst Advertising 
the West Coast, went out after new | Service opened young Mr. Honig’s 
clients with the solid reassurance | eyes to what he then called “a 
of a record of client loyalty hard | great future in advertising,” and 
to excel anywhere. |he finally went to work for a New 
Honig-Cooper, which this year York agency. 
celebrates its 50th anniversary,| By 1908, Mr. Honig decided he 
bills approximately $10,000,000 an- wanted an agency of his own. He 
nually; it has 50 accounts and op- returned to San Francisco, where 
erates offices in San Francisco, Se-| he established the Honig Adver- 
attle, Los Angeles and New York. |tising Service in the Pacific Bldg. 
at Fourth and Market Sts. 
= Of the 24 accounts handled 
through the agency’s San Francis- # Inspired by the San Franciscans 
co headquarters office, 14 have|who were then rebuilding their 
been Honig-Cooper clients for more tumbled city in the wake of the 
than a decade and seven have been disastrous earthquake and fire, Mr. 
with the agency for more than 20 | Honig embarked on his own build- 
years, including the Wells Fargo!|ing program, aimed at the promo- 
Bank (since 1921), Canadian Pa- tion of western industry and the 
cific Railway (since 1925) and Clo-| cohesion of Pacific Coast industry 
rox (since 1927). | through advertising. 
| His reporter’s “nose for news” 


UBLISHERS CLASSIFIED DEPARTMENT 
S. CLINTON ST., CHICAGO 6, ILLINOIS 


P \|first outstanding admen. He be- 
: |lieved that it took competent mer- 
|chandising skill as well as compe- 
|tent advertising skill to oper:te a 
|successful agency. By practicing 


Please send 
““MAGATINE CLASSIFIED BY THE MILLIONS” 


|established a reputation as a pro- 


Cnt yoondod have all of Heid 


WHDEF 


50,000 WATTS- BOSTON 
delivers buyers 


REPRESENTED NATIONALLY BY 


JOHN BLAIR & COMPANY 


} made Louis Honig one of the West’s | 


this principle, Mr. Honig very early | 


ducer of sales. 

Mr. Honig pioneered the then | 
new field of advertising for seven | 
years and by 1915 was able to pur- | 
chase the Frank Cooper Advertis- | 
jing Agency. It was then, although | 
|Mr. Cooper had retired, that the 
“Cooper” was added to the agency’s | 
| name. 
Within a few short years, the| 
Honig-Cooper roster of clients in- 
| cluded such early advertisers as | 
| MJB coffee, Sperry flour, Ghirar- | 
| delli chocolate, Californians Inc. 
| and Associated Oil. 

For 12 years, from 1929 to 1940, 
Honig-Cooper also served as Er- 
win, Wasey of the Pacific Coast. | 
s Louis Honig died in 1938, but the | 
| organization which he founded has | 
|maintained his standards of mer- | 


chandising and advertising, and at | CELEBRATION—Louis Honig (left), president of Honig-Cooper Co., is 


| its half-century mark the agency | 
continues to grow. | 
| In 1948, following the death of | Francisco vp’s include Ted Krough, 
|Leon Livingston, another western Eric Bellingall, W. C. Day, R. O. 
lad pioneer, Honig-Cooper pur- | Davis and Robert Haumesser. 
'chased the Livingston agency. In K. D. Stewart is manager of the 
| 1955 the accounts and personnel of agency’s Los Angeles branch, and | 
|the Rhoades & Davis agency also | Warren E. Kraft Sr. directs opera-| 
joined the Honig-Cooper family. tions in the Pacific Northwest. Mr. 
Today, headed by the son of its Kraft, who joined Honig-Cooper in 
founder, Louis (Bill) Honig Jr.,| 1926, is senior vp and a member of | 
Honig-Cooper is proud of its abil- | the board of directors. He has also 
ity to retain accounts as well as/|been president of the Seattle Ad- 


| 


| 
| 


IN BUSINESS—Here is a night view of the entrance to Honig-Cooper 
Co.’s San Francisco headquarters which was built in 1954 with a 
three-story wing added in 1956. 


its consistent activity in the new |vertising & Sales Club and a vp of 
business field. the Advertising Assn. of the West. 
During the last five years, the | He was the first national officer of 


congratulated by Fred Glauser, 1st vp, on H-C’s 50th anniversary. 


Francisco Art Directors Club and 
was the first president of the So- 
ciety of Artists & Art Directors of 
San Francisco. 

Mr. Davis, in addition to being 
a company officer, is media direc- 
tor of the agency and secretary- 
treasurer of the Northern Califor- 
nia Council of the American Assn. 
of Advertising Agencies. + 


WNHC-TV Can't 
Move Transmitter, 
FCC Decides 


WASHINGTON. Dec. 31—The Fed- 
eral Communications Commission 
has suspended a decision which 
would have allowed Triangle Pub- 
lications to move the transmitter 
for vhf station WNHC-TV, New 
Haven, to a new site within reach 
of both New Haven and Hartford. 

The decision to hold hearings 
before permitting WNHC-TV to 
move was made on the basis of a 
protest from Springfield Broad- 
casting Corp., operator of uhf sta- 
tion WWLP in Springfield, Mass. # 


Jury Named for Chicago Art 
Directors Club Outdoor Contest 
The jury for the 26th national 
competition and exhibit of outdoor 
advertising of the Art Directors 
Club of Chicago has been selected. 


agency has added such major cli- 
jents as S & W Fine Foods, Avoset, 
|Lejoy vermouth and brandy, Les- 
| lie salt and others. 

The attractive building in San 
Francisco which houses the Honig- 
Cooper home office and staff of 69 
was constructed for the agency in 
| 1954. 
| However, the agency’s business 
/expanded so rapidly, that it was 
|necessary to add a new three-story 
wing in 1956 and, although this 
provided 40% more working space, 
|today every office in the building 
is occupied. 


= Key executives in the agency 


|Glauser, lst vp, and John W. Da- 
hem secretary-treasurer. Other San 
| 


jare Louis Honig, president; Fred | 


the American Assn. of Advertising 
Agencies to be elected from the 
Pacific Coast. 

Young Honig joined the agency 
|immediately after graduating from 
the University of California in 1933. 
During his early years he worked 
in the media, research and radio 
production departments. 

Later, he became an account ex- 
ecutive and vp. In 1946 he was 
elected executive vp of the corpo- 
ration and in 1956 was elected 
president, succeeding S. R. Hutton, 
who retired after 30 years with the 
agency. 

Mr. Gauser, a partner in the cor- 
poration, has been affiliated with 
H-C since 1930, as chief art direc- 
|tor. He was a founder and one of 
| the earliest presidents of the San 


Pd 
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| You, too, can get ebtectue merchandising 
j help in Vluncie, 


i Mr. D. E. Robinson, manager for The p 
| 4 Sinclair Refining Company in Muncie says, E 
oy “We really count on The Muncie Star and ‘ 


Their co-operation and merch 
us a perfect team.” Why d 
these two great newspapers c 
ern Indiana. 


‘The MUNCIE STAR * 


Muncie Evening Press to help us co-ordi- 
nate our national newspaper advertising. 


andising give 
ont you use 
overing East- 


MUNCIE EVENING PRESS. 


INDIANA 
s: Kelly-Smith Compony 


The judging will be held in Chica- 
go Jan. 28-29. The jury includes 
James J. Delaney, Sinclair Refin- 
ing Co.; Edward Gottschall, Art 
Direction; Walter R. Grotz, Mar- 
schalk & Pratt; Norman Kent, 
American Artist; H. C. McNulty, 
Batten, Barton, Durstine & Osborn; 
Alynn Shilling, National Distillers 
Products Corp., and John H. Tink- 
er, McCann-Erickson, all New 
York. 

Also, Harry Chesley, D’Arcy Ad- 
vertising Co., St. Louis; Paul Horst- 
man, Potts-Woodbury, Kansas 
City; Stanley Schlenther, Venas & 
Associates, Fort Worth; Rene 
Weaver, J. Walter Thompson Co., 
San Francisco, and Robert Llewel- 
lyn, American Bakeries Co.; Loren 
C. Moore, Grant Advertising; Mar- 
vin Potts, Foote, Cone & Belding, 
}and Kenneth Tauber, Cunningham 
& Walsh, all Chicago. 


Zenith Hearing Aids Gets 
Bausch & Lomb Sales Help 


The hearing aid division of Ze- 
nith Radio Corp., Chicago, has ar- 
ranged for Bausch & Lomb Optical 
Co. to sell Zenith hearing aids in 
foreign markets. Development of 
| Zenith’s eyeglass aid has made op- 
tical goods stores < natural selling 
point for the hearing devices, the 
Chicago company said. 


Bogen Sets Hi-Fi Drive 

David Bogen Co., Paramus, N. J., 
producer of high fidelity and com- 
mercial sound systems, has started 
an ad campaign in major consum- 
er, hi-fi and trade magazines. The 
campaign, handled by Friend-Reiss 
Advertising, New York, is “the 
largest in the company’s 25-year 
history.” 
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Britons Urged to Woo | 
U.S. Share of Canada) 
Trade Through Ads | 


Toronto, Dec. 31—A 50-man| 
Canadian trade mission to Britain 
is urging British business people to} 

step up the pace of their advertis- | 
ing and promotion in Canada so as | 
_to win markets from U.S. goods. 

Gordon Churchill, Canadian} 
trade minister, recommended that} 
British industries work as a team 
in advertising and exploit Anglo- 
Canadian sentiment. 

“There are,” said Mr. Churchill, 
“always those who will say that| 
such appeals, if they contain even 
a small element of sentiment, have 
no place in business. There are 
others, and we are among them, 
who disagree and who believe that 
those who fail to recognize the ex- 
plosive power of sentiment in busi- 
ness are overlooking one of its 
strongest weapons.” 


# But Mr. Churchill warned that 
Anglo-Canadian sentiment should 
not be the sole foundation for a 
drive for exports by the British. 

“Our tastes, our habits, our pre-| 
ferences, our requirements, due to} 
our geographical location, our dif- | 
ferent climate and the influence of | 
our proximity to the U.S., are very | 
different,” Mr. Churchill told the! 
British. “Many of the failures and | 
disappointments of the British ex- 
porter to our country have sprung 
freely from the fact that he has 
not examined our market closely | 
enough before commencing opera- | 
tions there.” | 

A British mission will start on a | 
cross-country tour of Canada next 
spring as a sequel to the Canadi- 
ans’ tour of Britain. + 


Gilbert Named Ad Director 
of ‘San Francisco Examiner 

Arthur L. Gilbert, retail adver- | 
tising manager of the San Francis- 
co Examiner since 1950, has been | 
appointed advertising director of, 
the newspaper. He fills the position | 
vacated by the death of George S. | 
Brumback (AA, Dec. 23). 

Mr. Gilbert, who at one time | 
was co-editor of the News Tribune, | 
Compton, Cal., and Star News, Cul- | 
ver City, Cal., joined the Examiner | 
in 1931. His post as retail ad man- | 
ager will be taken by Richard L. | 
Allphin, who had been assistant | 
to Mr. Gilbert. 


Schram Adds Two Accounts 

Schram Advertising Co., Chica- | 
go, has been appointed to handle 
advertising and public relations for | 
Airtex Corp. and A&G Millinery 
Co., both of Chicago. Both com- 
panies formerly handled advertis- 
ing direct. Airtex produces radi- 
ant-acoustical ceiling panels and 
systems and plans “an extensive 
trade advertising program for 
1958.” A&G operates franchised 
millinery departments in retail 
stores throughout the country and 
plans a program of trade ads and 
a direct mail campaign. 


Silverberg Joins Hartman 
David I. Silverberg has been) 
named head of the research depart- 
ment of George H. Hartman Co., 
Chicago. He formerly was a re-| 


search analyst for Edward H.| 

Weiss & Co. 

cr 

f 
Hector 

does 


it! 
See page 70. 


ene Broadcasting Seeks 
FCC Okay of Stock Shift 


| The Federal Communications 
|Commission will be asked to ap- 
| prove a transfer of stock interests 
of the M&M Broadcasting Co., own- 
|er and operator of WMBV-TV and | 
|WMAM, both of Marinette, Wis.,| 
| to Superior Evening Telegram Co., 
Superior, Wis. 

Under the proposed plan stock- 
holders transferring their stock) 
would receive about $211,000, and, 
the new interests will assume more 
|than $360,000 in obligations of 
M&M. No changes in personnel are 
contemplated at either of the sta-| 
tions, which are NBC affiliates. 


Watt, Walker Join Goodman 
Goodman Advertising Inc., Los | 
Angeles, has named Milt Watt vp 
and Bernice (Bunny) Walker me- 
dia director in a reorganization and 
expansion of executive personnel. 
Mr. Watt formerly was publicity 
and advertising director for Re- 
public Studios in addition to op-| 
erating his own agency. Miss Walk- 
er previously was media director | 


Kiaiker Of 


MADNESS—Despite the fact that it 

is seeking national advertising, 

Mad continues to jibe at well- 

known campaigns with spoofs like 

this on the back cover of its March 

issue. This ad was not placed by 
Parker Pen Co. 
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with the Harrington-Richards and|the sales staff of Lord Baltimore 

Smalley, Levitt & Smith agencies. | Press, has joined Nevins Co., Clif- 

ton, N.J., as exec vp in charge of 

Lewis Joins Nevins Co. packaging development, label and 
Robert G. Lewis, formerly with | folding carton sales. 


" Re 


4 


diet of URBAN 

_ and RURAL 

with liberal 

portions of permanent 

MILITARY bases and 
COLLEGES. 

Second helpings? Why sho‘nuff. 


Fashion’s a wow in Wahoo 
via Air EXpress with exclusive door-to-store delivery! 


America’s so-called “sticks” are going the way of the 
Toonerville Trolley. From Wahoo, N ebraska, to Waites 
Corner, Massachusetts, today’s ladies want Fifth Ave- 
nue fashions. Not tomorrow. But right now. So an alert 
dress manufacturer expands his sales by bringing 
style to small-size, big-money towns, coast to coast, 
overnight! And he does it via Air EXpress, the only 
complete door-to-store air shipping service to thousands 
of cities and towns! 


You can expand your market in exactly the same way 
—no matter what you make, or where. Air EXpress 
gives you every metropolis in the nation, plus some 
21,000 off-airline communities! And it’s Air EXpress 
that puts at your beck and call 10,212 daily flights on 
America’s scheduled airlines, 13,500 trucks (many 


CALL AIR EXPRESS... division of RAILWAY EXPRESS AGENCY 


radio controlled), a nationwide private wire system, 
a personnel of 42,000. Yet Air EXpress is inexpensive; 
for instance, a 15 lb. shipment from New York to Fitch- 
burg, Massachusetts costs only $3.50 with Air EXpress 
—$2.30 less than any other complete air shipping 
method. Explore all the facts. Call Air EXpress. 


= 
LAUR DULESS 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 
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Pitch to Rich Boosted Imperial Sales 
300%, Chrysler's Durkee Recounts 


Detroit, Dec. 31—There are|ton R. Durkee has made them all 
many stops between serving as a —and, his record shows, has made 
forest ranger in the Rockies and them successfully. 
selling one of America’s top lux- The 48-year-old graying and 
ury cars on snob appeal. But Bur-| brush-cut Mr. Durkee is director 
|of advertising and sales promotion 
|for the Chrysler division of Chrys- 
q er Corp. 

After seven years in the auto- 
mobile ad business, Mr. Durkee 
began attracting national atten- 
tion in 1957, when his somewhat 
unorthodox methods boosted sales 
of the swank Chrysler Imperial by 
more than 300% 
tice on Cadillac and Lincoln they 
had a worthy competitor. 


Marie does It 
FASTER... 


complete mailings, multi- 
graphing, a 
ing, addressing, fill-in on 
~emerognes letters, 
planographing. 
_ Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
L WAbash 2-8655. 


a Lelie fa 
431 S. Dearborn St 


s While Mr. Durkee prefers to de- 
scribe his sales pitch to those in 
the $15,000 and above income 
bracket as “smart to own an Im- 


che 


and served no-| 


ONE BILLION 


SIXTY-NINE 


MILLION 


kee is making his sales pitch where 
the “class” business is and is un- 
concerned with pioneering. 


10,000 in 1956 to nearly 40,000 in 
1957, Mr. Durkee repeatedly has 
played the tune, “It’s smart to own 
an Imperial.” 

He pushes this theme in what 
he calls the class magazines. He 
| says anything under a newspaper 
|}page ad is beneath the dignity of 
|the car and frowns on salesmen 
ringing doorbells. 
| “My aim is to make the cus- 
jtomer Imperial-conscious, to im- 
press upon him that only the really 
\‘smart’ people drive Imperials,” 
| says Mr. Durkee. 

His first big move in this direc- 


| 
| York, to which only the cream of 
|society was invited. What pleased 
‘him was that the cream of society 
came. There was no sales pitch, 
|but there was an Imperial at the 
ball. 


perial,” it would be more accurate | 


|}@ “If the guests just happened to 
|admire our product, we were hap- 
|py,” he explained. And the sales 
records in the New York metro- 
politan district show that some- 
| body must have been impressed. 

| This year an Imperial Ball in 
Los Angeles was a huge success. 
|“It was strictly class,” boasted a 
Chrysler spokesman. 

Asked the purpose behind the 
balls, Mr. Durkee explained: “We 
| want the Imperial to associate only 
|with those who can afford it. If 
| this be snobbery, let our competi- 
| tors make the most of it.” 
| * The next move into the rarefied 
| atmosphere of the money class will 
|be a couple of golf exhibitions in 
Florida in January. Some 6,700 of 

the “mink coat” crowd at Miami 
Beach will be invited to the exhi- 
|bition by the game’s top profes- 
| sionals. 

| “A low-key commercial atmos- 
phere of luxury,” is the way Mr. 
Durkee explains this type of mer- 
| chandising. 


s “There is a certain class of per- 
sons, who would never go near an 


to call it “snob appeal.” Mr. Dur- | 


In boosting Imperial sales from | 


|tion was the Imperial Ball in New | 


Burton R. Durkee 


signer and art director for Royal 
Mfg. Co., Chicago, he joined Bots- 
ford, Constantine & Gardner in 
| Portland, Ore., as production man- 
ager. He rose to account executive 
on several accounts, including Ida- 
ho Advertising Commission, Jant- 
zen Knitting Mills and Oregon 
State Highway Commission. 


® During World War II, Mr. Dur- 
kee worked on the Henry J. Kaiser 
accounts and rose to a vp and di- 
rector of BC&G. 

In September, 1945, he was 
named national advertising man- 
ager of CVA Corp., now a division 
of Schenley Corp. 

On May 1, 1948, he became De- 
troit manager for Morris F. Swan- 
ey Inc., at that time advertising 
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Frazer account until 
1953. 

Mr. Durkee became account su- 
pervisor at Maxon Inc. in March, 
1954, handling the Packard Motor 
Co. and Gillette Safety Razor ac- 
counts. 


February, 


® He joined the Chrysler division 
in March, 1955. 

Mr. Durkee has a wide variety 
of interests outside advertising. He 
is an amateur painter of talent, a 
better than average golfer and a 
small boat sailor. 

He enjoys hunting, his interest 
in this sport dating back to his ear- 


ly years in the woods with the U.S. 

| forest service. + 

| 

| 

LNA Moves to Washington 
The executive offices of Litho- 

graphers National Assn. have been 

moved to 1025 Connecticut Ave., 

N.W., Washington, D. C., from New 

York. At the same time the as- 

sociation closed its New York of- 

fice and opened an eastern branch 

|at 597 Fifth Ave., New York. 


Clarke Joins F&S&R 

Robert P. Clarke, former vp of 
Robert Orr Associates, has joined 
|Fuller & Smith & Ross, New York, 
/as an administrative vp. F&S&R 
also has transferred Kenneth E. 
| Moore, an administrative vp, to the 
pee department. 


agency for Kaiser-Frazer Corp. He | 
joined Kaiser-Frazer as advertis- | 
ing manager in June, 1949, and 
later was made advertising and| 
sales promotion manager. 

| He left K-F in April, 1951, to be- | 
come Detroit manager of the for- 
mer William H. Weintraub agency, 
for which he handled the Kaiser- 


Number Qne 


HOOPER — PULSE 
NIELSEN 


“SEE PETRY" 


SAN FRANCISCO 


‘automobile showroom, who are 
OU ale | glad to attend the balls and other 
r iS f ‘events where only those of their 


to AKRON-AREA* 


| 


with yust ONE medium 


| 
| 


*BIGGEST ONE-NEWSPAPER CITY IN THE U.S.A. 
There’s more than tires rolling out of Akron, the world's 

trucking capital. Chrysler, G.M. Euclid Div’n., Firestone, Goodrich, 
Goodyear, General, Seiberling, Mohawk are among the big 

names here in Ohio’s most concentrated area of great industrial 
names. Diamond Match and Quaker Oats, the world’s largest 

fishing tackle factory and one of the largest producers of children’s 
books and of rubber toys are here, too, 


— 


_-° THE BOOM IS ON IN AKRON 


~ Be sure YOU get your share! 
“* *A $1,169,000,000 Market with 
COMPLETE Coverage Daily and 


Sunday with ONE Complete 
Newspaper 


=. Send for Your Copy 
TEN TOP BRANDS IN AKRON SURVEY 
A brand new Personal-Interview Survey 
by Dan E. Clark Il & Associates, Inc., 
reporting the 10 Top Brands in the 
home and on retailer's shelves; family 
and market statistics. It's yours — free. 


_ AKRON BEACON JOURNAL. 


Obio’s Most Complete Newspaper 
STORY, BROOKS & FINLEY, Representatives 


JOHN S. KNIGHT, Publisher 


own standard of living are found,” 
he says. 

“Our invitations go only to the 
top of the social ladder and those | 
considered wealthy.” 

While Mr. Durkee wouldn’t ad- 
mit it, there seems no doubt he is| 
unhappy when some one who can 
ill afford an Imperial buys one “to 
keep up with those who can.” One| 
senses he feels this might cheapen 
the Imperial. 

Mr. Durkee candidly says the 
biggest percentage of Imperial 
buyers earn more than $25,000 a 
year. He feels, however, Imperial 
has yet to reach the point of so- 
cial identification he desires for it. | 


uy 


# In 1958, Imperial advertising| 
will deal heavily with its own suc- | 
cess story, subtly associating itself 
with the successful persons of the | 
nation. 

The rapid rise of Imperial sales 
was one of the big success stories 
of the automobile industry in 1957. 
Under Mr. Durkee’s guiding hand 
sales tripled and would have gone | 
higher had the company had full 
production throughout the year. | 

Mr. Durkee has no illusions about 
the luxury automobiles and read- 
ily admits that mechanically one | 
is about as good as the other. 

It was with this thought in mind | 
that he conceived and developed 
his “smart to own an Imperial” | 
theme. 

Born in Julesberg, Colo., Dec. 6, | 
1909, Mr. Durkee was educated at 
the University of Wyoming and! 
attended the National Academy of | 
Art in Chicago and the American 
Academy of Art in Chicago. 

After a brief spell as packsge de- 


e E-Z-EAS-L 
e@ Direct Mail 


0 


Standard Printing 
Company’s NEW 
Tab-less display 
easel with the 
adhesive back ! 


PATENT PENDING 


PART OF OUR 
COMPLETE ADVERTISER'S SERVICE 


e@ Ad Reprints 
e@ Streamers 


-. + all in full color at one-press-run economy ! 


E-Z-EAS-L goes up in seconds—for keeps ! Two adhesive strips, 
even stronger than the display stock itself, eliminate all need for 
tabs and slots. Bowed easel back keeps display flat, cuts mailing 
costs and production costs by letting lighter weight stock do the 
work of heavier display boards. 

Write today for complete information on Standard’s Advertisers’ Service, 
including full art production facilities. 


SEND NOW FOR SAMPLES! 


STANDARD PRINTING COMPANY 
Dept. 26, 201-209 North Third Street 
HANNIBAL, MISSOURI 
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Because Imprecise, Motive Research 


Misleads, Penner Tells Marketers 


Though ‘Spectacular,’ 
MR Is but One Marketing 
‘Must,’ Says Wood VP 


Toronto, Jan. 3—Motivation re- 
search was the target here today of 
Irvin Penner, vp of A. J. Wood & 
Co., Philadelphia. 

He told the annual seminar of 
the Toronto chapter of the Amer- 
ican Marketing Assn. that highly- 
publicized motivation research is a 
failure because “it does not count; 
it does not tell us accurately and 
precisely how many; and _ this 
leaves all of its findings hanging 
in the air.” 

Mr. Penner, who called motiva- 
tion studies “spectacular” and “en- 
tertaining,” was critical of business 
men who “accept at face value a 
motivational research project that 
has abdicated the essentials of 
sound marketing research” and 
who never ask, “Was the sample 
large enough?” 

He cited an anonymous brewer 
in the western U. S. who had a mo- 
tivation research project undertak- 
en. The study urged giving his beer 
a “young, sparkling, lively” person- 
ality, which would be in sharp 
contrast to that of the product of 
his leading competitor. The study 
showed that “people’s feelings 
about beer are sensuous, emotional, 
dynamic. The advertising should 
be as sense-exciting and emotion 
stimulating as modern advertising 
skill can make it.” 


® The brewer bought the study, 
said Mr. Penner, “and nothing 
happened.” Sales failed to increase. 
Then Mr. Penner’s company was 
called in, “and because we are 
marketing men and not medicine 
men, we suggested that the client 
undertake a comprehensive study, 
not only of advertising and motiva- 
tion, but of the product and of 
other areas as well.” 

Wood found the advertising “had 
penetrated the consumers’ minds” 
and was “well remembered,” but it 
also discovered that those who 
tried the beer soon left it for com- 
peting beers because of an un- 
pleasant sharpness in its taste. Mr. 
Penner said “it did actual harm to 
get people to try the brand and 
have them find that it was not 
what they expected it to be.” 

Sound marketing research, he 
said, has three requirements: “Ba- 
sic quantitative data; basic qual- 
itative or motivational data; and 
cross-tabulation to determine how 
many do what and why.” Motiva- 
tional research, he emphasized, is 
“only one part of market research.” 


se H. J. Barnum Jr., exec vp of 
Salada-Sherriff-Horsey Ltd., To- 
ronto, predicted “more of every- 
thing” for Canada in coming years. 

Canada, he said, will “have more 
people, will be more suburbanized, 
more evenly dispersed, more indus- 
trialized, more homogeneous, more 
middle class, more home-oriented, 
more educated, more leisured, more 
convenience-minded and more pen- 
sioned.” 

He also predicted that “as time 
goes on, the U. S. economy will be 
increasingly affected” by that of 
Canada. 

“It is we who hold the truly 
great reservoirs of raw material on 
the North American continent,” 
said Mr. Barnum. “With many seg- 
ments of the U. S. economy at or 
near the point of exhaustion, we 
have barely lifted the lid of the 
immense national treasure chest 
God has given to Canada.” 

Mr. Barnum cited his own com- 
pany as an example of “the grow- 
ing influence of Canadian industry 
in the U. S.” He said that although 
Salada is “a publicly held Canadian 
company—97% of our sharehold- 


ers are Canadian—yet we are a 
major factor in three important 
segments of the food industry in 
the U. S.” 


s Mr. Barnum also cautioned: 
“Regardless of mechanization, mass 
merchandising techniques and 
greater homogeneity of taste and 
attitudes, the ability of people 
to react as individuals can fore- 
doom any marketing effort that 
ignores the essential fact that prod- 
ucts and ideas must be aimed at 
human beings, not national or 
socio-economic groups, and must 
represent a fulfilment of their 
needs or desires.” + 


‘Chicago Sun-Times’ 
Offers 4-Color Ads, 
New Rate Structure 


Cuicaco, Jan. 3—This year 
should be a colorful one for the 
Chicago Sun-Times. 

Effective March 1, the newspaper 


will offer r.o.p. color facilities to 


advertisers. The Sun-Times will 
be able to print as many as 32 
pages of color daily, seven days a 
week, and will not be restricted by 
the color choices of spot adver- 
tisers. On the same date, a four- 
color rate of $400 per page over the 
b&w rate goes into effect; this for- 


merly was the rate for spot color 


ads. 

Bulk and multiple page dis- 
counts for b&w national advertis- 
ing also become effective March 1. 


Bulk contract rates range from 


$1.50 per line for 14 lines or more 
to, $1.26 per line for 100,001 lines 
or more. Under the new structure, 
page rates will range downward 


from $1,440 for one full page to 


$1,350 a page for 50 full pages in 
one year. 


® Currently, the one-time page 
is $1,350. The present open line 


rate is $1.40 per agate line with a! 


minimum of 14 lines, and $1.25 per 

agate line for more than 500 lines. 
Before moving to its new plant 

last fall, the Sun-Times was un- 
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SHELDON B. SOSNA, formerly a copy 

supervisor of Lea Burnett Co., has 

joined Grant Advertising, Chicago, 
as a vp and copy supervisor. 


ABP Members See 
10% Ad Revenue 
Boost in 1958 


New York, Jan. 2—Members of 
Associated Business Publications 
a 10% increase in ad- 
vertising revenue for 1958, a sur- 
vey of association members shows. 

This approximates the increase 
shown for 1957 by 103 reporting 
publications which had an average 
increase of 10.1% for the first nine 
months of ’57. 

Circulations of the publications 
participating in the survey showed 
a median increase of 3% in the 
nine-month period. A further 5% 
rise is predicted for 1958. 


|} expect 


s Total net paid circulation of all 
167 ABP publications, 
to an analysis of June 30, 1957, 
ABC statements, is 3,147,520. With 
an average one-year subscription 
price of $4.95, this represents a 
total circulation revenue of $15,- 
580,224. This compares with a total 
ABP circulation of 2,910,517 and 
a revenue of $12,951,801, as of 
June, 1956, the report says. 

The 1957 advertising gain of 
ABP publications is 3% higher 


according | 


than for business papers generally, 
and it is estimated by the associa- 


tion that its member publications | 


(9% of the total) account for about | 
25% of all business paper adver- 
tising. Total 1957 volume, includ- 
ing production vosts, is estimated 
‘at $545,000,000. # 


able to print any color advertising | 


in issues larger than 80 pages, and 
it also was restricted to four in- 
dividual spot color ads in any one 
issue and could not print more 
than two colors. + 


Cornette Succeeds 
McClaskey, Retired, 
at ‘Courier-Journal’ 


LOUISVILLE, Dec. 31—Douglas D. 
Cornette has been named assistant 
general manager of the Courier- 
Journal and Louisville Times, suc- 
ceeding Henry McClaskey Sr., who 


Henry McClaskey D. D. Cornette 


has retired after 38 years with the 
newspapers. 

Mr. Cornette, with the Courier- 
Journal & Louisville Times Co. 
since 1933, formerly was promo- 
tion manager and assistant to the 
general manager of the papers. 

Mr. McClaskey, who also had 
held posts as promotion manager, 
retail ad manager and advertising 
director of the newspapers, said he 
and Mrs. McClaskey will divide 
their time between their homes in 
Anchorage, a Louisville suburb, 
and Naples, Fla. + 


| RKO Teleradio Expected 
to Make WGMS Changes 
RKO Teleradio Pictures Inc. is 
expected soon to announce a new 
manager for WGMS and WGM- 
FM, Washington, which it acquired 
recently. The change in manage- 
ment was tipped off with the an- 
nouncement that Robert Rogers 
and his wife, Teressa Rogers, who 
formerly controlled the station, are 
|retiring from management to open 
a consulting company with RKO 
Teleradio as one of their clients. 
In a 10-year period, the Rogerses 
built WGMS as a “good music 
station.” Its sale to RKO was held 
up by minority stockholders who 
protested that the character of the 
station would be changed. 


industry Figures Corrected 

In reporting on an estimate of 
electric appliance industry sales by 
Electrical Merchandising (AA, Dec. 
30), ADVERTISING AGE erred on 
two figures. The estimated total 
volume for the industry in 1957 
amounted to $7,885,100,000 or $7.9 
billion, a drop of 6.5% from the 
record total of $8,434,492,000, or 
$8.4 billion in 1956. A typograph- 
ical error made the °56 total in- 
correctly $18.4 billion and the '57 
total $7.8 billion. 


Texas Triangle Names Drake 
Dale Drake has been named vp 
in charge of national sales of all 
Texas Triangle stations—KLIF- 
KFJZ, Dallas-Fort Worth; KILT, 
Houston; KTSA, San Antonio; and 
KEEL, Shreveport, La. He former- 


‘ly was general manager of KLIF. 


Simmons Adds New 
Lines, Hikes Ads 
to Bolster Sales 


(Continued from Page 1) 
27 in Life with a color spread, to 
be followed by similar spreads in 
Bride, Bride & Home, Ladies’ Home 
Journal, Life and Modern Bride. 

Color pages for the Hide-A-Bed 
will run in the Metro Group and 
15 Sunday supplements, plus 
Better Homes & Gardens, Life and 
McCall’s. 

Starting in February and run- 
ning throughout the year in Look 
and The Saturday Evening Post 
will be a b&w spread on the new 
Back-Care. 


s The 1958 ad budget, Simmons 
says, is up nearly $1,000,000 from 
the approximately $4,500,000 spent 
in 1957. Young & Rubicam handles 
Simmons’ national advertising. 

The new trademark, designed by 
Jim Nash Associates, will appear 
on the more than 2,200 items which 
Simmons makes. It features the 
letter “S” encircled by the legend, 
“The House of Simmons.” It re- 
places an owl with the slogan 
“One third of life spent in bed,” 
which the company used for many 
years. 

While many home furnishings 
manufacturers are not looking for 
any records to be set at the winter 
market in Chicago, Mr. Simmons 
told ADVERTISING AGE that “because 
of the number of new items being 
introduced, we expect this to be a 
big market.” # 


‘Peoria Journal’ 
Suspends; It's 17th 
Daily Now Struck 


Peoria, Jan. 3—A strike hit the 
Peoria Journal Star Inc., publish- 
er of the Journal and Star, last 
night and the company announced 
today that the newspapers would 
not be published until the strike is 
terminated. 

Members of the American 
Newspaper Guild walked out last 
night and set up picket lines. Later 
last night and this morning, mem- 
bers of other unions refused to 
cross the picket lines. The compa- 
ny’s sick leave policy was the prin- 
cipal issue. 

The Star has a circulation of 
about 35,000, and the Journal has a 
circulation of about 65,000. The 
guild won bargaining rights for 120 
editorial and circulation depart- 
ment employes last April. 

The dispute here brings the total 
of struck newspapers to 17 in 12 
cities, all since last Nov. 20 (AA, 
Dec. 30, 57). None of the strikes 
have been settled. In addition to 
the two dailies here, the Journal 
Herald and Daily News in Dayton, 
and the St. Paul Dispatch and Pi- 
oneer Press have suspended pub- 
lication. 


® Meanwhile, in St. Paul, three 
unions on strike against that city’s 
two dailies were publishing a daily 
tabloid of their own—the St. Paul 
Sentinel. Its first issue appeared 
Dec. 29 and had a circulation of 
23,500, with 20 pages, 20 columns of 
classified ads and 18 columns of 
display advertising. The newspa- 
per will be published daily except 
Mondays. # 


McGraw-Hill Boosts Werth 


Rolland A. Werth, since 1948 
western manager of Electrical 
Merchandising, has been appointed 
an associate district manager of 
McGraw-Hill Publishing Co.’s mid- 
western district, Chicago. He joined 
the company in 1943 as a salesman 
on Electrical Merchandising. Be- 
fore that he had been an ad sales- 
man on the Chicago Daily News for 
10 years. Mr. Werth continues as 
western manager of 
Merchandising. 


‘56 Broadcast 
Ad Volume Hit 
$1.8 Billion: FCC 


Reports Shows Radio 
Stations Gained; Nets’ 
Revenue, Profit Slipped 


WASHINGTON, Jan. 2—The Feder- 
al Communications Commission es- 
timated today that total advertiser 
expenditures for radio and tele- 
vision reached $1.8 billion in 1956, 
an increase of $200,000,000 over 
55. 

This estimate, which includes all 
categories of expense for broadcast 
purposes, probably will show a 
further increase when 1957 data is 
published late this year. 

’ The biggest 1956 increases were 
in tv, where expenditures with 
stations and networks for time, 
talent and program production 
reached $896,900,000, a 20.4% gain. 

Expenditures with radio net- 
works slumped badly, but in- 
creased use of national spot and 
local radio brought the radio totals 
up to 6% ahead of 1955, to $480.6 
million. 


s In addition to $1.4 billion which 
advertisers spent with networks 
and stations in 1956, the commis- 
sion estimated commissions to 
agencies and station representa- 
tives amounted to $185,000,000, 
compared with $154,200,000 in 1955. 
Expenditures for talent and pro- 
duction costs to organizations other 
than networks and stations reached 
$219,000,000, compared with $212,- 
200,000 in the preceding year. 


s The commission’s report high- 
lighted the importance of national 
spot and local advertising in pull- 
ing radio through to a profitable 
year in 1956. A somewhat better 
performance by networks in 1957 
is expected to show a more bal- 
anced situation when that year’s 
reports are compiled. 

According to FCC’s figures, the 
four national and three regional 
radio networks and their 19 owned 
stations experienced a 10.4% drop 
in revenues, and a 93.8% drop in 
profits in 1956, while 2,947 other 
stations scored a 9.4% gain in rev- 
enues and a 21.7% gain in profits. 

Revenues of the radio networks 
were $70,200,000 for the year; their 
profits only $400,000. 


® Revenues of the 2,947 other sta- 
tions were $410,400,000; their prof- 
its $48,800,000. 

Local advertisers spent $297,800,- 
000 in radio, a 90% gain, and na- 
tional spot was $145,500,000, a 
20.8% improvement. Network time 
sales were only $48,400,000, a 24.4% 
drop from 1955. 

Combined profits before taxes of 
radio and tv were $238,800,000, up 
21.7%. Tv profits, at $189,600,000, 
gained 26.2%, while radio’s $49,- 
200,000 was a 7% gain. # 


Ford Claims Production, 
Sales First in 1957 


The Ford division of Ford Motor 
Co. has claimed it produced and 
sold more cars for domestic use in 
1957 than any other auto manu- 
facturer. The Ford division said 
that although production figures of 
cars for domestic sales are not yet 
available, “on the basis of pub- 
lished figures, it would be im- 
possible for another manufacturer 
to overcome Ford’s 1957 lead of at 
least 10,000 units.” 

Ford estimated it produced 1,- 
490,435 units in 1957, and that its 
nearest competitor, Chevrolet, pro- 
duced 1,479,718 units. Available 


|statistics indicate that Ford will 


Electrical|also retain its lead in car sales, 


Ford said. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 
| 


_ 6 MONTHS ENDING JUNE 3@, 1957 


AVERAGE PAID CIRCULATION FOR 
HELP WANTED 


COMMERCIAL ARTIST 
Versatile experience, advertising art pro- 
| duction, illustrating, lettering. Capable 
of faithful interpretation of layouts. Send 
full details regarding employment, qual- 
ifications, and salary required. Confiden- 
tial. Interview arranged if qualified. | 
| Write Hunter Pedigo, Art Director, 
BEALS ADVERTISING AGENCY, INC, 
EXECUTIVE & CLERICAL 1508 N. E. 23, Oklahoma City 11, Okla- 
EXPERIENCED & TRAINEE /homa. 
Publishers Employment | 
469 E. Ohio St., Chgo. Su 7-2255 


SECRETARY to Sales 


HELP WANTED ! 


WANTED DISPLAY AD SALESMAN 
Florida. Seeking Executive opportunity. 
Two fast growing weekly newspapers 
Sarasota Bradenton area. Over 2000 busi- 
nesses in local trade area. Over 100,000 
population. Salary plus commission. Op- 
portunity grow with fastest growing 
community in U. S. M. Key Publishers, 
Box 1540, Sarasota, Florida. 


| ACCOUNT EXECUTIVE 
|Small, sound, profitable Milwaukee ad 
Promotion and | 4gency seeks account man. Must be capa- 
Advertising executive of large national|ble of rendering competent all-around | 
concern. New executive offices in the | assistance on existing business, as well | 
50’s on Park Avenue, New York City. De- | 45 attracting and servicing personal bill- | 
sire a background in advertising and 
writing, but not essential. Salary com- 
mensurate with ability. Send resume. 

Box 1105, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


ng. | 
| Probably the man we want is now lost in| 
the big agency shuffle, and wants to 
start building something of his own. Or | 
jhe is running his ewn small shop and 
|seeks the reinforcement of some increase 


|with two 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


Advertising Age, January 6, 1958 


MISCELLANEOUS 


SPACE SALES - AD MGR. 
Top flight sales & managerial back- 
ground. Experienced in consumer & busi- 
ness magazines. N. Y. 
Box 1078, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
TOP FLIGHT EXECUTIVE SPACE 
SALESMAN. Young ambitious and ex- 
tremely successful, looking for solid 
agressive publication, or advertising sales 
spot. With an AAA-I growth company. 
Box 1120, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


CREATIVE TV MAN 
Live, film & animation Production. (Some 
writing, if necessary.) Now Chief TV 
Writer for large Midwest Agency. NY exp. 
TV, House Organs, & Gen. Advertising. 
Age 31. Will relocate. 
Box 1121, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

MARKET RESEARCH & ACCT. EXEC. 
AE to company with sales over $1 billion 
on PR TV research-consult. to co. 
with sales over $300 million; formerly 
4A agcys. with total billing 
over $200 million as Research & AE; 32, 
single, Vet, BS-Mktg. Excel. Speaker; 
awe or Fla; FWK-Rm. 514, 522-5th Ave., 


ADVERTISING MANAGER 
Desires Good Job with Good Company 
Advertising programs developed and car- 
ried out. Work with management and 
agency. Excellent background. M.A. de- 
gree, white, 36, married, family. Salary 
about $8,000. Prefer mid-west. Write: 

Box 1122, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ASSISTANT ART DIRECTOR 
(Man or Woman) 
This is an exciting job for a top-notch 
retail layout artist. Please call Miss 
McGovern, STate 1-2000, Ext. 528 for ap- 
pointment, or write Carson Pirie Scott 
and Co., 1 So. State, Chicago, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!! 
202 S. State St., Suite 1302-4 
ADVERTISING AND 
SALES PROMOTION EXECUTIVE 

Rapidly growing hard hitting National 
Sales Organization offers real opportun- 
ity for future growth to topnotch Ad- 
vertising Executive with creative ideas. 

ust have proven record in graphic 
arts, marketing, mail promotion and na- 
tional advertising. 

Preferable age about 40. 

Income commensurate with ability 
plus excellent profit sharing program, 
group insurance and opportunity to par- 
ticipate in stock ownership. 


in size (as we do!). State complete back- | Creative Art Director, modern layout, 12 
ground details and earnings history in| yrs. exp., background will impress you. 
first letter. Strictly confidential, of Box 1126,,ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


| course. 
| Box 1117 ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Mlinois 


| 


| ADVERTISING & PUBLISHING 


|MARKETING CAREER is sought by 
| Marketing Research Exec with 3 solid 
| years exp. in food and drug fields. Ex- 
FOR ALL TYPES OF PLACEMENTS |cellent understanding product and dis- 
GEORGE WILLIAMS - PLACEMENTS |tribution problems. Prefer manufacturer 
209 So. State St. HA 7-1991 Chicago | or come? ag pee . ae an 
PRODUCT PROMOTION ox 1130, ADVERTIS 
|A large midwestern manufacturer * 480 Lexington Ave., New York 17, N. Y. 
|parts for the automotive aftermarket is| ACCT EXEC NEW BUSINESS TV 
looking for a creative man who can take | FILM PRODUCER Can carry my weight 
ja top quality Product Line and make it | as TV Film Producer while developing 
grow. The man we want must have en- | new business for you. Now employed by 
thusiasm and imagination with several | an ad agency. Wa 3-1038 
|years of experience selling through Au- | Box 1131, ADVERTISING AGE 
|tomotive Jobbers. He should be between | 480 Lexington Ave., New York, 17, N. Y. 
23 and 35; equally at home writing direct | FOOD MARKETING MAN 
mail copy or sales meeting scripts. At-| For manufacturer or agency. Ten years 
tractive fringe benefits and salary com-| strong experience in sales, advertising 
mensurate with qualifications. Write in| and promotion of food products. Seeking 
|eonfidence giving complete resume and challenging Product Manager’s spot or 
present or desired salary. agency post where marketing background 
Box 1116, ADVERTISING AGE is required. For resume, 
200 E. Illinois St., Chicago 11, Illinois | Box 1132, ADVERTISING AGE 
INDUSTRIAL PUBLICITY WRITER 480 Lexington Ave., New York 17, N. Y. 
FOR NATIONAL COMPANY 


Send complete resume in confidence 
with income requirements to 
EBSCO INDUSTRIES INC. 
Box 2070 
Birmingham 1, Alabama 
SALES OPPORTUNITY 
Leading business magazine publisher of- 
fers young man with strong sales apti- 
tudes opportunity to take over important 


Must be resident of Chicago area, age 
25-32. Following helpful: college degree, | 
publication staff writing—editing experi- 
ence, corporation background. Reply 
| should include resume, recent photo, sal- 
ary requirements. 
Box 1128, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


territory selling advertising. Must be 
alert, aggressive and —s. to = 
hard for immediate results and excellen 
future. Good salary, incentive, other ART DIRECTOR .........5:- $15,000 UP 
benefits. Chicago location. State full par- SECRETARY, ADV. AGENCY ....... 400 
ticulars, experience and reasons why you PRODUCTION MGR. TOP DOLLAR 
want to sell advertising in first letter. 980 
Box 1118 ADVERTISING AGE MEDIA BILLING , 


200 E. Illinois St., Chicago 11, Illinois COMMERCIAL ILLUSTRATORS VARIOUS 


MOLENE DOLLARS 
Editors , Public Relations 
Copywriters 66... ...Advtg Managers COME IN OR CALL VA 2293 
Artists Media Production ....Service 


“All is grist which comes to our mill” LOS ANGELES 
Andover 53-4424, 105 W. Adams St., Chgo 3 


ADVERTISING REPRESENTATIVE GALE GOODWIN AGENCY 


| EXECUTIVE ASSISTANT TO TOP MAN 


I'm a woman with 15 years experience as 
secretary and manager of details for TV, 
public relations and agency executives. 
Looking for job that keeps me busy, in- 
terested ... that needs my skills and 
ability. 

Box 1133, ADVERTISING AGE 

200 E. Illinois, St. Chicago 11, Illinois. 

CIRCULATION or CLASSIFIED, many 
years major metropolitan exp. as mgr 
and in sales. No kid, but able & been thru 
TUFF SCHOOLS! Also display selling. 
Prefer small job in So. Calif. to big job 
anywhere else. John Shahan, 1056 W. 57th 
St., L.A. 37, Calif. PLeasant 1-8356. 


Fine, Fast, Fairly Priced Photography 


pics 


Rapidly expanding business magazine in 219 W. 7th ST., SUITE 1221 
—~ 3 ye yyy an —_ —_ (between Spring St. & Broadway on 7th) photographers 
enced man to a to its sales staff. . . 
York City, New England area. Draw SPECIALIZING IN DEARBORN 2-1062 
against commission, plus expenses. Our 167 N. LaGALLE, CHICAGO ILLINOIS 
men know of this ad. Reply to: ADVERTISING PERSONNEL 
Box 1119 y hy ty — - PUBLICITY COMMERCIAL 
~hicz ° ino 
200 E. Illinois St., Chicago ON INDU IAL 
Our 46th Year 
COPY SUPERVISOR $25-27M 
ART DIRECTOR $20-22,500 
OUTDOOR DV COPY SUPERVISOR $17,500-20M 
COPY. TV (Film and live) 
and print. Can be epee $13-15M 
° , . * COPY. Feeds. Solid back- 
vertisin ground in farm market $10-12M 
We, one of the Nation's leading outdoor advertising ground in farm market. 
Woman or man to $7500 


firms, are expanding our sales staff and wish to employ 
a sales executive with a solid advertising sales back- 
ground meeting with the following requirements: 


ASSIGNMENT: To contact national and regional 


agency and client personnel to 
secure new business and service 
existing accounts. 


Proven record of substantial ad- 
vertising sales. Experience to in- 
clude sales of major media or an 
tiie established record as an account 
executive in the New Business De- 
partment of a national agency. 
Knowledge of outdoor advertising 
preferred but not necessary. Age 
30 to 45. Willing to relocate in a 
major midwestern city. 


QUALIFICATIONS: 


Write giving full details concerning experience, educa- 
tion and personal background to: Box 842, Advertising 
Age, 200 E. Illinois St., Chicago 11, Illinois. 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 


110 8. Dearborn CE-6-5353 Chicago 


ADVERTISING EXECUTIVE 


with the ability to think, the 
experience to know, the knack 
to inspire others 


WANTS TO PRODUCE FOR A 
MERCHANDISING-CONSCIOUS AGENCY 


19 years sound experience in advertis- 
ing—4 years in agencies, 3 in medio, 
12 in present job as sales prom. dir. 
ond ber of monag t boord of 
jr. dept. store chain. Broad background 
in planning, organizing, directing suc- 
cessful programs. Excellent references. 
Age, 40. Salary, $25,000 min. 


If your company’s business de- 
pends on honest, creative anal- 
ysis tempered by seasoned abil- 
ity to interpret and apply, we 
should talk. 


Write to Box 850 
Advertising Age, 

200 East Illinois Street 
Chicago 11, Illinois 


ADVERTISING SPACE SALESMEN 
Fast Growing Beauty Trade Publication 
needs reps in St. Louis, Tennessee, Cali- 
fornia and throughout South. 

Box 1096, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COLOR PRINTS 
| Catalogue Sheets - $.25 ea. in 1,000 lots 
| As Low as $.02 in 100,000 lots 

FAST SERVICE on Color Postcards 

SKOKIE COLORGRAPH, Inc. 
Morton Grove, Ill. ORchard 4-7400 
Representatives Wanted 


REPRESENTATIVES AVAILABLE 


Publishers’ representative covering Mid- 
west territory can serve one more maga- 


zine starting February first. Established 
twenty-five years; well financed; widely 
known by advertisers and agencies 
throughout Mid-west; hard-working 


sales staff; straight commission basis. 


Box 1123, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
I can represent another publication to 
round out sales program. If you need 
coverage in Ohio, W. Penna., incl. Pitts- 
burgh; let’s talk. Experienced, successful 
sales record industrial publications. 
Box 1124, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE REPRESENTATION 
Outstanding success selling space for in- 
dustrial, trade and mail order publica- 
tions. Can handle additional publication 
in Chicago area. Well equipped office 
and sales organization. 

Box 1127, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ARE YOU A LONESOME “ONE-MAN 
AGENCY” LIKE ME? 

Let’s share our dreams, ideas, exchange 
vacations, depend on each other when 
we're ill. Split rent, help, other expenses. 
If compatible, we can get “married” 
later via partnership. I’ve full national 
recognition, reputation for integrity, fair- 
square dealing. Phone ANdover 3-6904 

Chgo. 

Mail order business! Operate from home. 
Sell amazing new book “200 Wanted In- 
|} ventions and How to Invent Them.” I 
furnish circulars and drop ship. MCB 
1221E West Minnehaha Pkwy., Mi 


POINT OF SALE 
Top-flight display desi with 1 
ly complete experience in both hard and 
soft lines seeks new accounts. Twent 
years of active executive contact wi 
the best of national advertisers insures 
sound knowledge of merchandising based 
on the understanding of what must go 
into successful product presentation. In- 
timate contact with marketing formulas 
and manufacturer-distributors relation- 
ships assures displays with more impact 
value and acceptance at dealer-consumer 
levels. 
This design service includes a thorough 
acquaintanceship with sources for fabri- 
cation and recommendations for all types 
of manufacture from cardboard through 
permanent materials. Fees are moderate 
and are handled in a number of ways 
depending on the extent of the work and 
supervision involved or required. 
Your time is earnestly solicited for a 
preliminary discussion of your needs, be- 
cause we sincerely believe our qualifica- 
tions are, if not unique, most unusual in 
this field. We sincerely feel that we can 
~~ oe) important and measurable re- 
sults. 


Box 1125, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ATTRACTIVE OFFICE SPACE NYC 
mid-forties over 800 sq ft sublet fur- 
nished or unfurnished. Reasonable rate. 
Offices ideal small ad agency, art studio, 
engineering or sales. No Agents. 

Box 1129, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Outstanding 3rm Studio Apt. Old Towne 
Wdbrng Fire Pl. mod. ath, Kit-Bar, 
Patio, Wh 4-8846. Chgo. 
SAMPLE COPY OF “INDUSTRIAL EDI- 
TOR”, magazine for company publica- 
tions. Articles on communicating, print- 
ing, layout, typography. Box 45889, Los 
Angeles 45. 

ART SERVICES NOTICE 
OFFICE SPACE FOR LEASE, L.A. 
1200 sq. ft. of office space available for 
lease in bldg. occupied by photo engrav- 
ing firm at 9214 Exposition Blvd., Los An- 
geles, the Beverly Hills area. Art billing 
from engraving plant available to lessee. 

TExas 0-6623. 


ACE WOMAN COPYWRITER 
NOW AVAILABLE 


Big advertiser, big agency expe- 
rience. Creator of top-rated food 
houseware, toiletry and apparel 
ads. Prolific writer, experienced 
supervisor. Salary $15,000 to $20,- 
000, depending on o rtunity. 
Box 845 ADVERTISING AGE 
480 ~~ % Avenue, 
New York 17, N. Y. 


| ATTENTION: AD MANAGERS 
i --) _ MAKE Your 
| DIRECT MAIL 


| 


| WRITE * PHONE » TODAY 
Supply of catalogs timited 


NTERNATIONAL LIST CO., INC. 
WASHINGTON ST., CHICAGO 2, ILLINOIS 


ACCOUNT EXECUTIVE 
PHARMACEUTICAL AGENCY 
Excellent opportunity for man with 
background in sales and/or advertis- 
ing of ethical pharmaceuticals. Lead- 
ing midwest agency with national 
accounts. Write stating experience 
and sala requirements. x 853, 
ADVERTISING AGE, 200 E. Illinois 

St., Chicago 11, Il. 


PUBLICATION, BOOK and 
CATALOG PRINTING 


We have excellent facilities for producing 
saddle-stitched publications up to 9” x 12” 
and up to approximately 80 pages, in 
quantities of about 5, to 000, one 
color or more. Good mailing facilities. 
We are an old established firm with 35 
years of publication, book and catalog 
printing experience, located 275 miles 
west of Chicago. Overnight mail 
freight service. Good workmanship at 
fair prices. Why not investigate? 
Box 298, Waverly, Iowa 


COPYWRITER 
$12,000 


Background in automotive or related 
products necessary. Must be versatile in 
print. Radio-T/V helpful. Midwest Agency. 
Contact me in confidence. 

GEORGE E. PYLKAS 
EXECUTIVE ADVERTISING CONSULTANT 
CADILLAC ASSOCIATES, INC. 

220 S. State St. « Chicago « WA 2-4800 
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Advertising Age, January 6, 1958 


‘Mad’ Appoints Baym Rep 

Zach Baym, New York, has been 
appointed advertising representa- 
tive for Mad magazine, New York, 
which now is accepting advertising 
for the first time. 


MIDWESTERN PUBLISHER 


Needs additional space salesman Los 
Angeles office for technical trade 
magazines. No publishers’ reps. High 
guarantee and commission. 


Box 852 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


we're looking for a 


COpy 


group head 


Tuna Packer Sets 


(Continued from Page 3) 

on the company’s “Wanderlust” 
television show in four test mar- 
kets, and there are plans to add 
additional markets. A number of 
merchandising tie-ins also are be- 
ing considered. 

All merchandising plans will be 
pretested before going into use, 
Mr. Kaner states. 


—to fill a key position as we enlarge our 
creative staff. Let's hear from you if 
you're well experienced in a variety of 
accounts and media, are an outstanding 
idea man and writer, can work well with 
others, have high creative standards to 
match our own—and would like to come 
and grow with us. Write or phone: 


Creative Director 


Fulton, Morrissey Company 


612 N. Michi Shi , I. : 
- aren, Seeeage 65, # Other appointments announced 


by Breast O’ Chicken are: 

W. E. (Bill) Peyton, with the 
company for the past ten years, 
will serve as assistant to Mr. 
Kaner, with over-all administra- 
tive responsibilities. Preston 


ATTENTION: PUBLISHER 


Sales in the Midwest are of vital con- 
cern to you. 


Sales in this area are our business. 
We have successfully represented both 


Hogue, a regional manager since/chandising plans 
1955, has been appointed vp for |nounced shortly. # 


FRESH FiSH—Breast O’ Chicken will use this offbeat technique, similar 

to television commercials, in car cards like this ane. “Quicker off the 

clipper” is the theme behind the campaign, created by Guild, Bascom 
& Bonfigli. 


Dew Named Breast 0’ Chicken Head; 


‘Funnybone’ Push 


sales and advertising of the east- 
ern division, with headquarters in 
Wilmington. 


s Wilson Edwards, former vp and 
general manager of KSDO, who 
joined the company recently, has 
been appointed merchandising 
manager, a newly-created posi- 
tion. Bob Chapman, controller of 
Westgate-California, takes on the 
additional job of administrative 
assistant to Mr. Dew. 

The Breast O’Chicken field force 
is being revamped, and responsi- 
bilities for eight marketing areas 


| will be realigned. 


Additional advertising and mer- 
will be an- 


trade and consumer publications for 
15 years. We have grown and pros- 
pered. 


Now because of a recent merger we 
have lost one of our top publications. 
We would like to replace it with an 
aggressive publisher—one who needs 
sales in this all important area. 


(Continued from Page 2) 

tool” for movies to use. “It pro- 
vides us with an audience propul- 
sion because of its personal appeal 
| to the woman at home—a most im- 
|portant segment of our audience,” 
|he explained. “Drivers 
|cars—a captive audience—have an 
emotional motivation. Radio time 
‘buying can achieve all this and 
| more.” 


On this basis we can build together. 
We would like the opportunity of dis- 
cussing the subject in detail. 


Box 849, ADVERTISING AGE 
200 East Illinois St., Chicago 11, Ill 


Advertising, Public Relations, Communications Problems? 
Account Executive Major Agency 
Qualified, Able and Ready to Help You 
Creative + Experienced 
Box 851, Advertising Age 
200 E. Illinois St., Chicage 11, Mlinois 


The Midwest's PRINTING SALESMAN to sell qual- 
outstanding placement ity advertising printing. Ultra-mod- 
service for Adv.-Art & ern plant with new presses and 

allied fields. equipment. Draw liberal commission. 


appointment on 


RUHMAN PRESS 
« MADISON + SUITE 1417 


10103 Pacific Ave. 
Franklin Park, Il. 
GLadstone 5-7900 


Einfeld Hits ‘Obsolete’ 
Other Media, Unconventional Slots in Dailies 


in their | 
,said Mr. Einfeld. 
| expending a good deal of energy on 


HOW HAPPY WILL YOU BE WITH YOUR JOB 
AT THIS TIME NEXT YEAR? 


If you'll be satisfied, we eo - lad. Happy New Year! But if you feel restless, 
decide today whether you should join a dynamic midwestern advertising 
agency that gives you fullest opportunity for development, recognition— 
and rewards. 

Our creative le express their talents in multi-million dollar campaigns 
for some of America’s best-known brand names. Equally important, they 
are not chained to a commuter schedule. Many drive to work in 15 minutes. 
We offer immediate, exceptional opportunities to 4 aggressive, intelligent 
people who can add the creative touch to their work. 


1. r. Will have key py for top-ranking ed 
pa A [eo and drive to create new campaigns essential. i gain 
Simuiation from creative account and art co-workers. reunite to 
establish life-time reputation with multi-million print an budgets. 


Assistant TV-Radio Director. Must know film production; how to get the 
best out of agency associates and outside studios; be capable of 
aw for all cost and mechanical production. Preferably some knowledge 


. pews TV Art Director. Needs basic drawing ability; 
gare AiG A. to writers’ conceptions; some knowledge 
uction 


. Account Research Manager. Will be responsible for copy 


sales 
analysis, library research, consumer surveys, name and package testing. 
Opportunity for young man or woman with a few years’ experience 


demonstrate greake er capacity. 

All 4 people will receive good salaries 
pensions and profit-sharing. Please wri 
Box 854 Advertising Age, 

200 E. Illinois St., Chicago 11, Illinois 


ag = participation in agency growth; 
in strictest confidence to: 


Movie Ads; Urges 


He also called for greater use of 
promotion in buses, streetcars, 
subways, street floats, shopping 
news publications, supermarket 
bulletins and theater phone calls. 

“We should re-evaluate our 
whole approach to advertising,” 
“Maybe we are 


outworn methods which are obso- 
lete. Every channel should be used 
but some are less effective than 
they used to be. Selling pictures 
today takes ingenuity and where 
it is exercised, results are excel- 
lent.” 

Mr. Einfeld said his studio had 
made one of the biggest time buys 
in radio in its history for ‘““‘The En- 
emy Below.” This, he said, was a 
saturation buy on ABC-Radio, 
aimed at reaching 140,000,000 peo- 
ple. + 


Crosley Opens Sales Office 

Crosley Broadcasting Corp. will 
open a Cleveland sales office Jan. 
6 located in the National City East 
Sixth Bldg. The new office will 
represent Crosley radio and tv sta- 
tions in northern Ohio, Michigan, 
western Pennsylvania and radio 
station WLW, Cincinnati. NBC 
Spot Sales will continue to repre- 
sent WLW (TV) in Detroit. James 
R. Sefert, formerly national ac- 
count executive for WLW-C, Co- 
lumbus, O., will be in charge of the 
new office. 


McRae Joins Roman Agency 

James T. McRae has been ap- 
pointed account executive of Ro- 
man Advertising Agency, Balti- 
more. Mr. McRae formerly was 
marketing manager and national 
advertising sales representative for 
the Baltimore office of Hearst Ad- 
vertising Service Inc. 


Borden Joins Basic Books 
Frances Borden, formerly an ac- 
count supervisor with Roy Ber- 
nard Co., New York public rela- 
tions company, has joined Basic 
Books Inc., New York, as vp in 
charge of advertising and promo- 
tion. Laurence Jaeger continues as 
publicity and advertising manager. 
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Hartwig Displays Moves |exhibits, will move to its own new 
Hartwig Displays, Milwaukee, plant at 1325 N. Van Buren St. 


designer and builder of industrial | about Jan. 15. 


E BEST A 


for advertising 


TIS\s 


or any other 

reproductive use, 

need the best 
photoengraving craftsmen 


to capture on metal 


the subtle excellences 


of their work. 


iS, MILLER & HUTCHINGS, iWNC. 
" 333 WEST LAKE STREET, 

AT WACKER DRIVE 

CHICAGO 6, ILLINOIS 


AMERICA'S FINEST PHOTOENGRAVING PLANT 
LETTERPRESS 
GRAVURE 


... from store window to 


STORZ Picture Window! 


-»- THEY DID IT WITH A 


MEYERCORD 


DECAL VALANCE 


¥& Here is a totally new idea in a Decal Window Valance... 
produced for the Storz Brewing Company by Meyercord. 
The design is actually a beautiful snowscape pictorial . . . 
completely integrated so that the window becomes, in effect, 
a “picture window” to focus the attention of the passer-by 
upon the Storz glass which rests gently in the frosty snow— 
and the Storz trade-mark above. Produced in convenient units 
that adapt to any size or shape store window. This unusual 
valance is the result of close cooperation between the com- 
pany executive staff, the Storz art studio and Meyercord art 
and production craftsmen. 


Write on company letterhead for complete information and 
descriptive full color brochure. No obligation of course. 


THE MEYERCORD co. 


Dept. Q-201 
5323 W. Lake St. 
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Pay TV, Net TV, 


Slated for Encores Before Congress 


(Continued from Page 1) 

of his responsiveness to their con- 
cern, Rep. Harris has announced 
that his committee will begin hear- 
ings on the toll problem Jan. 14. 

The downturn in business has 
taken on fresh interest among 
members of Congress with each 
new report that shows declines in 
employment, personal income and 
durable goods sales. While the ad- 
ministration has taken the position 
that tax cuts are unnecessary at 
this time, there have been wide- 
spread signs that many members 
of Congress feel steps must be tak- 
en to bolster consumer buying 
power unless the outlook improves 
before many more months. 


s The impending increase in de- 
fense spending may prove to be the 
decisive factor which will enable 
Postmaster General Arthur Sum- 
merfield to finally rally enough 
votes to put over the 4¢ letter he 
has been advocating since taking 
office five years ago. 

His rate bill raising all classes 
of mail remained bogged down in 
the Senate post office committee 
after passing the House last June. 

Since a powerful buiid-up is also 
under way for a pay hike for postal 
workers, it seems unlikely that Mr. 
Summerfield’s ultimate victory in 
the rate fight would result in any 
substantial improvement in the de- 
partment’s fiscal situation, which 
now points to a $650,000,000 deficit 
for the current fiscal year. 


Postal Rate Hike 


| 
| 


can develop into news during the 
coming session is the proposal by 
Rep. Emanuel Celler to bring serv- 
ices, such as advertising, under the | 
anti-discrimination provisions of 
the Robinson-Patman Act. } 
i 
s Although the proposal to tighten 
up on discounts used by business 
services was advanced more than 
six months ago, Rep. Celler is still | 
waiting for confidential reports 
from federal anti-trust agencies | 
which have been asked to comment 
on the idea. 

The proposal was first advanced | 
last June, after studies hy the anti- 
trust subcommittee showed net- | 
works gave some advertisers sub- 
stantially better terms than others. 
Rep. Celler said these discounts 
were not geared to any cost sav-| 
ings by the network, but apparent- | 
ly could not be challenged because 
of a flaw in the Robinson-Patman 
Act which exempts services from 
the ban on price discrimination. 

The outcome of the drive to stop 
toll tv through congressional in- 
tervention won’t be apparent until 
more information is available about 
shifts in congressional attitudes 
since adjournment. 


@ When demands for anti-toll tv 
legislation were voiced last year, 
influential members including Sen. 
Warren Magnuson (D., Wash.), 
chairman of the Senate commerce 
committee, took the position that 
| the commission should handle the 


2 


MERGED—John J. O’Rourke (left), president of John O’Rourke Ad- 

vertising, San Francisco, exchanges congratulations with Coleman 

Clayton, head of Clayton Advertising Agency, Modesto, on the mer- 

ger of the two agencies. Mr. Clayton will be Modesto manager of 
the new agency. 


Pettersen Agency Gets Polk Bros.; 
Predicts Billings of $1,300,000 in ‘58 


(Continued from Page 1) | goods field, where he is considered 
j;and advertising which will make | an expert, Mr. Pettersen said that 
| retail sales. | hard goods manufacturers must de- 
| “IT intend to apply advertising | velop outstanding new features 
j/more to merchandising than has|each year in order to outdate and 
| been done in the past,” he said. “I| make old fashioned current prod- 
plan to construct merchandising | ucts. 


programs rather than build adver- 


“When people today buy a range 


| problem. 
® Here are some of the other sit-| In _ recent weeks du 
uations which will be coming up| broadcasters in many communities 
in the next few months which will | have been attempting to convince 


individual | 


tising budgets. 

“For example, I will plan mer- 
chandising events for Polk for the 
first six months. There have been 


be of particular interest to mar- 
keting people: 


e Tv networks: Extensive con- 
gressional probes of network-sta- 
tion relationships were virtually 
completed in 1957 when Senate 
commerce committee and House 
anti-trust subcommittee issued re- 
ports calling for tighter FCC regu- 
lation, including a crackdown on 
such practices as option time and 
must buy. For the past three 
months FCC has been analyzing 
these reports, together with the ex- 
tensive study submitted by a spe- 
cial study group under Dean Ros- 
coe Barrow. In the coming session 
FCC is expected to provide Con- 
gress with specific proposals for 
reducing the amount of control ex- 
ercised by networks over the sale 
of time by tv stations. 


local congressmen that toll tv will ‘ 
| be exceedingly unpopular with the | Siebert Succeeds Pettersen 
| public. A number of “stop toll tv’| CHIcaco, Jan. 2—C. Stuart Sie- 
|bills are already pending in both} bert Jr., vp and senior account ex- 
| houses, and it should soon be ap-| ecutive in the Chicago office of 
parent whether broadcasters have| Kenyon & Eckhardt, has been 
aroused sufficient excitement so | Named account supervisor on RCA- 
| that Congress will express itself | Whirlpool Corp., succeeding Jack 
before FCC gives further encour-|5S. Pettersen, who resigned to form 
| agement to toll tv sponsors. |} his own agency. Mr. Siebert joined 
Results of the drive to put over K&E from Weiss & Geller in 1956 | 
\the administration's postal rate bill|@nd was named a vp and “a 
| will hinge on Mr. Summerfield’s | account executive last March. = 
|success in getting the bill out of 
|the Senate post office committee |no ads written or planned for this 
| to the Senate floor. period. When the events are select- 
In the past, Sen. Olin Johnston,|}ed, we will then construct adver- 
‘the committee chairman, has suc- | tising, choose media and make the 
cessfully controlled the committee.| ads work for the events.” 
|He recently said he is more inter- | 
jested in a postal pay hike than in| Mr. Pettersen ripped into ads 
| a rate bill. | which build brand images, and ad- 
When administration forces call) vertising that is unrealistic and too! 


| provements, 


e FCC’s operations: FCC members for fast approval of the rate pro- 
are uneasily anticipating hearings| gram, Sen. Johnston points out 
this spring by a special committee |that several highly controversial 
under Rep. Morgan Moulder (D., | amendments were drafted to the| 
Mo.), which is studying charges|bill by the House, including an 


cute. 

“I am not concerned with build- 
ing brand awareness or brand ac- 
ceptance,” he said. “Our copy will 


that social and political pressures 
have been used to “subvert” the 
commission’s objectivity in han- 


dling tv licensing contests. In prep- | 


aration for these hearings, com- 
mittee investigators have ransacked 
files of industry members and de- 
manded full information about all 
gifts and favors received by com- 
missioners from the National Assn. 
of Broadcasters and from promi- 
nent industry members. 


e Misleading advertising: The 
House operations subcommittee 
under Rep. John Blatnik (D., 
Minn.) is expected to meet soon on 
the release of a report criticizing 
recent advertising for filter tip cig- 
arets. Later the committee may re- 
sume hearings on misleading ad- 
vertising, digging into high pres- 
sure promotions for tranquilizers. 
In addition, the committee staff has 
a backlog of other materials, in- 
cluding examples of “misleading” 
comparative price advertising and 
even a file devoted to recent ads 
for dentifrices which claim to pre- 
vent tooth decay. 


s Among the other items which 


in be hard-sell copy, factual copy, that 

gee which “limits” the loss|is loaded with things that consum- 

on any individual periodical to|ers want to know; like price and 

$100,000. where the product can be pur- 
He has warned that scores of op- | chased. 

ponents will have to be heard be-| “The advertising campaigns for 

fore a decision can be reached on | some products are dreams of copy- 


}a rate bill. + 
|they’re writing about,” he said. 

EDWARD H. SANDERS \“The ads don’t tell pertinent facts. 

San FRANCISCO, Jan. 2—Edward | They don’t tell consumers why the 
H. Sanders, 63, former West Coast! products are superior. Copywriters 
ad director of Shell Oil Co., died|are looking too hard to develop 
following a heart attack at his cleverness and overlooking the ob- 
home Dec. 20. He had been with) vious things.” 
Shell for 25 years when he re-| Mr. Pettersen said his agency 
tired. For several years he was also| will not be tied down to fancy tv 
West Coast representative of Con-|ads which trick people into watch- 
tinental Lithograph Co. Mr. Sand-|ing them. “Our tv and radio ads 
ers was a charter member of the| will tell what a product costs and 
San Francisco Advertising Club. where to buy it,” he said. “I also 

jintend to put price and terms in 

WRC-TV Names James S.M. any national ads we might handle.” 

Peter B. James has been ap-/He pointed out that Sears is men- 
pointed sales manager of WRC-TV, | tioning price in its national ads 
NBC-owned station in Washing- | and doing a good job with it. 
ton. Formerly general manager of “A national ad must produce re- 
WJAR-TV, Providence, he suc-/|sults for the money it costs,” he 
ceeds Charles M. De Lozier, with| said. “I like to look at any ad as if 
WRC-TV since 1945, and who left! I were paying for it.” 


|writers who don’t know what 


recently to open his own advertis- 
ing agency in Washington. 


|@ Regarding problems in the hard | 


or refrigerator, for example, they 
are out of the market for these 
items for years,” he said. “Manu- 
facturers must convince consum- 
ers, through innovations and im- 
that appliances get 
obsolete after a short time.” 

He warned manufacturers of 
hard goods that Sears, Roebuck & 
Co. should be regarded as their 
strongest and most dangerous com- 
petitor. “Sears is an excellent mer- 
chant,” he said. “Every time they 
open a new store they pose more of 
a threat to appliance manufactur- 
ers.” 


|}@ In some afterthoughts about his 


agency, Mr. Pettersen said: “I 
haven't had time to solicit any ac- 
counts but I intend to do some 
pitching and I will solicit any ac- 
count within reason. I haven't 
talked to Zenith [which moves out 
of Earle Ludgin & Co. this spring] 
but I would be interested in Ze- 


|nith, although I would have to add 
| some people and space to handle it. 


“T want to be a Chicago agency. 
There is a lot of business and man- 
ufacturing in this city. Also, there 
is no K&E client that will follow 
me to this agency.” + 


Five New Overseas Offices 
Expand Grant's Domain 

Grant Advertising, Chicago, has 
opened five new overseas offices, 
bringing to 40 its total number of 
offices, including the nine in the 
U.S. The new facilities are in Sing- 
apore, Malaya; Colombo, Ceylon; 
Nas.au, Bahamas; and Salisbury 
and Bulawayo, Southern Rhodesia. 

Managers of the new offices are: 
Singapore, Harold T. Glaze; Col- 
ombo, Reginald Candappa; Nassau, 
Mrs. Marjorie Prentiss, and Salis- 
bury, David Yates. The Bulawayo 
office manager has not been named 
yet. 


Burnett Names Guarch 

Leo Burnett Co., Chicago, has 
appointed Gerard J. (Jim) Guarch 
an art supervisor. Mr. Guarch, for 
the past year an art supervisor with 
Beattie & Associates, New York, 
also has been a vp and art super- 
visor with Kenyon & Eckhardt, 
New York. Burnett also has elect- 
ed Norman Houk, an art supervis- 
or, a vp. 
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Ayer Departure 
at Avisco Seen 
as Du Pont Bid 


(Continued from Page 1) 
1957, Avisco spent about $800,000, 
but it now plans to cut this budget 
almost in half. 

Avisco produces rayon, acetate 
yarns and cellophane, making it di- 
rectly competitive with Du Pont. 
It has about 25% of the rayon cord 
tire market. 

Harry Dalton, vice-chairman of 
Avisco, said: “With our intention 
to embark on a more restricted, 
specialized program, Ayer should 
be free to use its considerable tex- 
tile experience in the broadest pos- 
sible manner.” 


s F. A.C. Wardenburg, director of 
jadvertising for E. I. du Pont de 
|Nemours & Co., told ADVERTISING 
| AcE today that the company has 
no plans at this time to alter its 
j agency setup. It was pointed out 
| here, however, that Ayer could not 
approach Du Pont until it had shed 
Avisco. 

Ayer got its first chunk of Du 
Pont business last year, after the 
giant chemical company announced 
that it was re-examining its agency 
setup with a view toward learning 
more about the multiple-agency 
|operation. Ayer picked up from 
BBDO the advertising for Du Pont’s 
paints, photographic products, 
dyes, fine chemicals, neoprene syn- 
thetic rubber and other elastomers. 

Charles L. Rumrill Co., Roches- 
ter, handles Du Pont’s tetraethyl 
lead and explosives. 

Du Pont’s total advertising budg- 
et is now in the neighborhood of 
$25,000,000. = 


Whitehall Test 
Job Won Kolynos 
for Tatham-Laird 


(Continued from Page 1) 
Tatham-Laird. Joseph Perry is ac- 
count supervisor. 

Many admen were taken aback 
when Mr. Fatt’s candid interview 
on the “Nightbeat” tv show 
(WABD, New York) led to the 
agency’s dismissal. Interviewer 
Howard Whitman, trying to learn 
if Mr. Fatt’s personal preferences 
jibe with his clients’ products, 
asked the agency head what tooth- 
paste he had used that morning 
(Dec. 3). Mr. Fatt said he had 
used Crest, a product of Procter & 
Gamble, which is another Grey 
client. 

By the end of the week Grey had 
lost the $300,000 account, which it 
picked up three years ago from 
the old Biow-Beirn-Toigo roster. 

“I was just trying to tell the 
truth,” Mr. Fatt said later. “I went 
on the show with the hope that I 
could do some good for all adver- 
tising by being honest and sincere 
and demonstrating that advertising 
men are business men and not 
screwballs.” 


@ Mr. Laird said today he knows 
nothing about another Whitehall 
product, Neet, which left Erwin 
Wasey, Ruthrauff & Ryan in Octo- 
ber. It apparently has been as- 
signed to a new agency, as yet un- 
named. # 


Merritt-Chapman to Fairfax 

Merritt-Chapman & Scott Corp., 
New York, has moved its account 
from Hoffman-Manning, New 
York, to Fairfax Inc., New York. 
This incluiics the company’s cor- 
porate acdvciiising, and its con- 
struction division. 


a Se ent Me ge ey a, ae a, de vy i i Se iy eee eee! eo Fae Se a ae ei > vie a 7 ieee res Swe ne ra a ‘Cote a ee ap FS) ee Sry ge rs mn v2 3 A eS ae 
oe. ee ng CP. S. ny A. AI Om gee: Gc ee eo Romer OR gs A ge py am oe 
a ee I ae ef ae NR Br SS ee ge SR Ale aR RRP ERASE eRe Me ae Ae carn Fok, yor a peace Weeks Oe, “ee gitlaa te eee ee: ieee Bees bia Nght ope ago cle iat ieee eer cae te he ee : bent ¥ 
ca es % Nee ns es ae Fig 20 Ae 5 Se rs - >. ey iy ee Sees Ds eee, Si a ae | es eee re get bad wae hae ear 4 = Veo oe ess nt oe a SER Tot ye Pe ea ae esis ates 
VS Sa. | Ome eemenaseniien "el Saetmncee. sis) i * i. Ae ee £ : a en ae ee: a coe ee Pe cpr Sore ree “AIS Ta aces Rh chi ba agen eee te parce Bt leg 1 d ss 
1g Ne. See nen Sere etme deseo 2k | oe ee see rad wae Pile ay Sa, Mine Sele es eee ee Py fe i 3 Se yen eR i creas a Pgh faeRen Te) ee ema Non 
Sek % eee eee ie beni ae, eat it ae eee eet ee, ls ey fag ; ; TW gre erat en Me ee . ose J eves: : pgs) APR eae ts oaitng ise etic Se 
ee Wags 2 ORS, ES aps enw dale Pe es : : : pes: ge ae wee = ccna gia sag EIS Sheetal ES vce, Sra) aoa .s eR a a a GSS ie Neg a pe eee 
Rh ee ae —— tonic ns eae oe bane tal ne ie aptempsnereaenen la I aig gen nee GEE aa at Maat ae ait ss a eT eee 
in ie ; ' ss a ——— ~ i : pal. 7 on oiihihe — r i ae Penge ra 
fest Fe — ‘ 
ibe 
wel 
at § 
my = ee ; 
ai _ A AR A me ———— — mampenaned ‘ 
e ’ 
a ; 3 
_ I i’ ( 
Sits - 
fy “4 s 
, ~, 
eg . > | worse — ] 
te : | 
i i a € s 
a: . _ | 
eh . — ; | 
ae — Pr ¥ A 
‘a i 4 x fig me 4 \ 
wee “S 2 ; “si Bs Pe - 
e) ” “E P ae \ ’ I 
- f > ia oR j 
P ae ee x y 2 . i 
at se a : ee ae c 
a — eS o a r 
i a ck - 
5 —S e aie : 
OL : TF Pe ay t 
gk es ae =— 
e te es : ai aie ( 
>” gk: ; eet bes : 
ne a , pe ie Boxe 1 rh ed = | 
2 Be a awe ee se re 
ae ‘ a; : p} es a an er i ay Sid oe a t 
._. Se oe ke Be ag P fog * ‘ cae 
© agi Se a "aes 5 ars Woe ee, 
2 a t Sion = aoe te Soa i siya . 
** eee bs si ee a eat af nel Saas AO a ee ae 
hs ans ee See at a em ae I 
* eS Oe fen MES es aa 
* : ae: Bec « Sues wt ee oe hose ast eS 
ty eo ee 6 I a, SE a ane ce nce 3 ei : 
: wc So a ae + Liha Sits abt tks fv - 
em ee ghey sai ASR opal Ra : oe ae a eo Bea ee ‘. 
ee Parsee us eye, oe a ae ic ieee 
see ies, a ; Jo EO a ale ne i'r eae saa Se oh 
oe he at ee BP Tc an ne ocd yD. ge lt i, « 
ic. Re: ae meg ms 1 
a. f -_ ie © Se EE SS eee, Ge oe ie Be i - 
= OS SE aime a ee te ee Ren yl a: io ea a { 
oie . -— Sh ii gpm tracing Sates ] 
. . 
ane | 
i 
ae, } 
Ey 
pa 
acu 
ae a Sess sts SSS 
io ses 
Uj 
ee 
as it 
rk 
ab = 
lege 
Dee 
ee 
ae5 
ork 
ae 
aa 
me 
Meg 
A, 7 
ah 
ie 
a" 
me 
ets, 
se 
ae | 
a 
4 i 
ta 
eee: 
a 
Li. awe 
ae 
pier 
rie 
tg ts 
es 
™ a 
ste 
paid 
_ 
a 
ae 
~heee 
se 
ie 
: a 
wee 
Se 
ais 
ae 
- 
aye 
a gY 
Ss SLL ee 
Pe | 
a . ‘“ ‘ 
F . ‘ es 
Hs, at eS a Se ‘See ae es ieee hs” Sate . = if ‘ ris eae 5 5, aie aT ale Su Be coe aw wea ey or eee, ieee 
2 i. ee Dave: Ege aie cae 7 Sis ae rs glee at ee i ee Soca? a, ee oe * Sale pa “ Egat re, i, sa i 
oe oe ae be LST a aes i mane dees iat Md eee cen Mat ae ks Te a e cae Secs ey Peete Se scarom = et) 
a = pone Soak a ae ms ee ieee s a teat tit Ae. iret a eu , a ees pe Se tet, “ ate = eee: 1 et a Fe sel hc Si PRO ee ashe 
5 Z res i en eae 2. A me 2 eae” ee eee * 2 aie. ee. pa ne Day ke ee ae a in aa Rie Ee a ee aa oI or a. Pe mn Dc oy haa ee let moe” er fal Get Bae eR 
Pee re re ee ee oe ae ee a eet eS ee. te Ree ve eae os i ili eae pe Tae ek hyn? ie oe 
ie hae é eee Sane vane See er Mere oe eer + aaah colnet Cie eee. BP : : ee a F hat er : : Ss : FO ees age! SONA AEN ee 
, “i bee dl ‘F; ig Mg BE eel Tae ae 1 eS re es 1 ere Guerra Bis 8 oe ae a ee Wy i Sn Fe ea Gee A eet Ararat x ee a ile ite. 50. Se part agra, Ce acre on ae La rte 
4 Be eee ais ce IRIE, jel Sa SF oh Sel A 2 Reine SOUL NS SRS. 2s. RR ibn, Sain it a gh ernie DNase et eS,” phe ae ee ee eae te Se sae BNE a oe eer 


Advertising Age, January 6, 1958 


Sales of Electrical 
Goods to Rise 1% 


in ‘58, Says NEMA 


New York, Jan. 2—Lining up 
with the optimists, the electrical 
manufacturing industry predicts 
its dollar volume of output will in- 
crease 1% in 1958. 

According to the National Elec- 
trical Manufacturers Assn., the in- 
dustry expects to turn out $21.1 
billion worth of electrical products 
this year. This would be the third 
consecutive year in which the out- 
put has exceeded the $20 billion 
level. In 1957 it reached $20.8 bil- 
lion; in 1956, it was $20.5 billion. 

Appliance manufacturers expect 
to rack up sales of $4.4 billion—a 
6% increase—thus recovering 
more than half the ground lost in 
1957, when sales dipped almost 
10%. 

The rising trend in sales of il- 
luminating equipment is expected 
to continue uninterrupted, result- 
ing in sales of $953,000,000, a 6% 
increase for the year. 

Electric building equipment and 
supplies, which slumped from | 
$714,000,000 in 1956 to $685,000,000 
in 1957, are expected to recoup 
some of these losses this year with 
estimated sales of $692,000,000. 


s Nominal increases are expected 
in two fields: 1958 sales of insu- 
lated wire and cable are estimated 
at $1.5 billion; sales of generation, 
transmission and distribution 
equipment are expected to hit 
about $2.5 billion. 

Not all phases of the industry 
expect increases, however. Manu- 
facturers of electric industrial ap- 
paratus expect a 3% decrease to 
$3.1 billion. Manufacturers of sig- 
naling and communication equip- 
ment foresee a 5% decline to $1.3 
billion. Sales of insulating materi- 
als are expected to be $344,000,- 
000—slightly less than in 1957. 
Sales of all other electrical prod- 


ucts—ranging from Christmas tree 
lights to x-ray apparatus—are ex- 
pected to hit $6,233,000,000 in 1958, 
in comparison with $6,218,000,000 
last year. 

Sales of electricity rose from 
529 billion kwh in 1956 to 568 
billion kwh in 1957 and are ex- 
pected to reach 607 billion kwh 
in 1958. # 


Molesworth Adds Two 


STUART PEABODY, who retired as as- 
sistant vp and top advertising exec- 
utive af Borden Co. Dec. 31, has 
joined George Fry & Associates, 
New York, management consultant. 
Milton Fairman was named to head 
Borden advertising last fall (AA, 
Sept. 23). 


Disposable Syringe 
Is Admiral Medical 
Division's Ist Item 


Cuicaco, Jan. 2—Admiral Corp. 
has begun trade advertising in Jan- 
uary medical publications for its 
sterile disposable syringe—the first 
product of its new hospital service 
division. 

The plastic syringe has been 
marketed on a limited scale since 
October, when the hospital service 
division was founded. It is now 
available in more than 16 areas, 
and will be distributed nationally 
by summer. 


s Trade publications on the ad 
schedule for January are Hospital 
Management, Hospital Pragress, 
Hospitals, Hospital Topics, Journal 
of the American Medical Assn. and 
Modern Hospital. R.N. will be add- 
ed in February. 

The hospital division, a signifi- 
cant diversification for the radio- 
television manufacturer, is located 
in West Chicago, Ill., site of Ad- 
miral’s molded plastics division 
plant. Plans call for the hospital 
division to add other disposable 
plastic products in the future. 


= George Stern, partner and ac- 
count executive at Cruttenden Ad- 
vertising, Chicago, agency for the 
division, said the trend toward 
disposable items has increased in 


National Research Corp., Cam-|the medical field recently, because 
bridge, Mass., maker of high vacu-| they save time and labor. 


um and related metallurgical re- 


Fred Petersen is in charge of 


search control and _ production! marketing for the new division. 
equipment, and Columbia-National \John R. Siragusa is in charge of 
Corp., Pensacola, Fla., producer of | advertising for both the hospital 
atomic power reactor material,|service and molded plastics aivi- 
have named Molesworth Associ-|sions. Admiral radio-ty distribu- 
ates, New York and Boston, to han-/|tors in some areas are setting up 
dle promotion and public relations | special departments to handle mar- 


programs. keting of the syringe. + 
7 * 
Videodex Network TV 
Dec. 1-7, 1957 
Copyright by Videodex Inc. 

Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .......... I i as cil TEN 30.7 
2 Perry Come (Several eponsora, NBC) .........ccccrsscccessssvesssensseecsonesevevsesseressonroess 29.9 
3 CE TE Gs IG ttt becitiitnteristntcicctcecnceenevsnssenessnsnstcsonenentn 29.7 
4 Wednesday Night Fights (Mennen, Miles, ABC) ............cccccccccccccceecseeneeeennees 28.9 
5 a Gat A) Ge. B, GR, GOD crecetentcnestinssiecninvescnsesvornsvesersamnentresveeses 28.5 
6 ee iy. SI, CY aa liaricerinenrecssnensstinncnnanisvscconecscecsoctnuiabetbhonesies 27.3 
7 Cianaes CChryalor, COG) ccccccovesssssesssoncsesceeesees adekctededeidliibedatds tadashi atdeiediaues 26.7 
8 Danny Thomas (General Foods, CBS) ..... islstl ectaieasiaseiasts Allleaslesitibinieeaaiednaiiac til 26.6 
9 PRRIOUED FS CROUIOE CORBI, GERD ccccccsiecesesesscssosasenscossssscesonenescovesasescsssenss 26.4 

10 Tennessee Ernie Ford (Ford Motor Co., NBC) o.........ccccccccccccccccceeeeeeersnneeeeneeee 26.1 

Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) o..............ccccccccccseeees 10,948 
2 Perry Come (levered epemeert, DEBE) ciccciccsseccecosesscsce:sicss secccssoverescesesscsscoes 10,414 
3 Gaveoniio GF Gpwrte (BiG, HEB) ccececsessccssessnsnccoesescesssesessesseveressccssesenseees 10,384 
4 eee ree Seren. Gil Dy TI, GID cccitesciccvceccnsensceccncatesccsossensevneceresses 10,258 
5 Ey EE I IE isc. scusssacnncebdneuniucccnuneniiscedecsenio 9,657 
6 Senne Gime, SEI sabe cepentevtentnoccccscescccenisessosscertes cescesteosunoienesescuceenseneets 9,563 
7 Danny Thomas (General Foods, CBS) ...............ccccsssecesseessseenseeeseensnenseenees 9,475 
8 Tennessee Ernie Ford (Ford Motor Co., NBC) oo.....cccccccccccccccccccceceeeneneenereres 9,319 
9 Playhouse 90 (Several sponsors, CBS) .o............:cccccscesesscessessceserssseseseesseees 9,047 

10 Ee a a a EE a : 8,965 


*Homes viewing in cities where program is telecast. 


Last Minute News Flashes 


Whirlpool Buys Servel Gas Refrigerator Properties 


St. Joseru, Micu., Jan. 3—Whirlpool Corp. has purchased from Ser- 
vel Inc., Evansville, Ind., all patents, property and equipment relating 
to the Servel gas refrigerator. Elisha Gray II, Whirlpool president, said 
the purchase price is approximately $6,500,000; Servel paid Whirlpool 
$1,600,000 to assume its warranty obligations. Whirlpool will add a line 
of gas refrigerators to be marketed early in 1958 under the RCA Whirl- 
pool brand. Mr. Gray said Whirlpool already is manufacturing some gas 
appliances and that others are being engineered. Kenyon & Eckhardt, 
Chicago, agency for Whirlpool consumer products, will handle the new 
gas refrigerator. Servel last year sold its air conditioning division to 
Arkansas Louisiana Gas Co. (AA, Aug. 19, ’57). 


Kolynos Names Dillon-Cousins in Mexico 

Mexico City, Jan. 3—Dillon-Cousins & Associates has replaced Mc- 
Cann-Erickson as the Kolynos agency in Mexico. This gives Dillon- 
Cousins all of the American Home Products business in Mexico. 


Knox Hat Names McKenna; Other Late News 


e William J. McKenna has been appointed sales manager of the 
Knox division of Hat Corp. of America. Mr. McKenna joined the com- 
pany a year ago as acting sales manager. He was formerly sales promo- 
tion manager of Manhattan Shirt Co. 


e The Datran electronics division of Mid-Continent Mfg. Inc., Manhat- 
tan Beach, Cal., has appointed Gaynor & Ducas, Los Angeles, to han- 
dle its advertising. The company is a new advertiser. 


e U. S. drug stores finished 1957 with a record $6.4 billion in sales, 
Drug Topics reports in its Jan. 6 issue. This is 10.5% above the previ- 


ous high of $5.8 billion set in 1956. Chain and independent drug stores | 


had nearly the same rate of increase in °57, 10.1% and 10.6% respec- 
tively. Chain drug stores’ percentage share of the total drug store mar- 
ket remained at 21.7%, the same as in °56, the report says. 

e Edwin T. McClanahan, advertising promotion manager of the Denver 
Post since April, 1956, has been appointed director of promotion and 
research. Alexis McKinney, who previously supervised the Post’s pub- 
lic service program, now will devote full time to duties as assistant pub- 
lisher. 


e Three executives have been named to new positions with Claude 
Neon General Advertising Ltd., Montreal, acquired by General Outdoor 
Advertising Co. last September. William H. Williamson, vp and general 
manager of E. L. Ruddy Co., was elected vp in charge of Claude Neon’s 
western division, and Charles R. Brenchley, president of Williams- 
Thomas Ltd., Montreal, was elected vp in charge of the eastern divi- 
sion. Both also are members of Claude Neon’s board. In addition, Jules 
T. Lapointe, secretary and assistant treasurer of the company, has been 
elected comptroller. 


e Winegard Co., Burlington, Ia., manufacturer of tv antennas, has 
moved its advertising account from Biddle Co., Bloomington, IIl., to 
Gourfain-Loeff, Chicago. The company expects to spend “more than 
$200,000” in magazines, trade publications, network radio and news- 
papers this year. 


e James J. Hoffer, director of marketing, U. S. Industries Inc., New 
York, since 1956, has been elected vp of marketing. He was formerly vp 
and sales manager of Ames Shower Curtain Co., merchandise manager 
of Textron Inc., New York, and a marketing executive with Montgom- 
ery Ward & Co. and Marshall Field & Co., Chicago. 


e Directors of Associated Business Publications have approved chang- 


ing the name of the National Conference of Business Paper Editors to 
ABP editorial division. 


e Roger Slattery, formerly with Foote, Cone & Belding, Chicago, has 
joined the Chicago advertising sales staff of Hause Beautiful. 


e H.C. Brill Co., Newark, N. J., bakery products manufacturer, and its 
subsidiary, New England Canners, have named Hilton & Riggio, New 
York, to handle advertising, effective Jan. 15. The present agency is 
Roy S. Durstine Inc., New York, where it was said both accounts to- 
gether billed $48,000 last year. The account went to H&R on a fee basis. 


e TV Guide, Philadelphia, sold a record 6,078,723 copies of its Dec. 28 
issue. The previous mark was 5,951,356, set Dec. 7. The Dec. 28 issue 
was the first over the 6,000,000 circulation mark for the magazine, 
which broke the 5,000,000 point with its Jan. 7, 1957, issue. 


|much, if at all, in 1958. A decreased 
level of general business activity 
|is predicted for the first half. The 
jindustry looks to an upturn late 


Cost-Price Squeeze 
Foreseen for ‘58 jin 1958 to bring annual consump- 
|tion of newsprint up to last year’s 


New York, Jan. 2—Newsprint | total. 
producers anticipate that a con- The overseas export picture is 
tinued rise in costs by lowered |clouded, the report says. Further 
operating ratios will greatly in-|increases in export shipment are 
tensify the current  cost-price|said to be doubtful because of the 
squeeze in 1958, the Newsprint In-|dwindling supply of U. S. and 
formation Committee will report|Canadian dollars in the hands of 
Monday (Jan. 6). |newsprint-importing nations, and 
Handling the cost problem will | because of the expanded capacity 
be doubly hard, the committee | of European mills. + 
Says, because the mills will be)! 


striving to adjust their greatly ex- |\Cqnnam Opens Offices 
panded capacity to a demand low-| 17 yelja Cannam, formerly an ac- 


er than was anticipated. count executive of WVDA (now 
While North American neWS~- | WEZE), Boston, has opened offices 
print capacity will be 18% greater | ¢o, her own advertising and public 
than at the end of 1956, the report} pejations agency at 900 Statler 
says, newsprint consumption is ex- Bldg., Boston 
pected to remain static during , j 
1958. Lower operating ratios in- 
crease the burden of overhead for 
producers, it points out. 


Tighter Newsprint 


Emmart Joins Durstine 

John Emmart, former merchan- 
dising manager of Italian Swiss 
® Sales forecasts, the report says,|Colony, wine producer, has been 
indicate that U. S. newsprint pur-|named a vp of Roy S. Durstine 


chasing will not increase very | Inc., San Francisco. 


Congress Units 


Told FCC Eyeing 
Network Rules 


WASHINGTON, Jan. 2—The Fed- 
eral Communications Commission 
has assured congressional investi- 
gators that it is moving rapidly 
ahead toward a decision on new 
regulations to prevent networks 
from exerting excessive power over 
tv stations. 

In an interim report submitted 
to two congressional committees 
which issued reports last year 
highly critical of the networks, 
FCC Chairman John Doerfer re- 
ported certain policies of the net- 
works have been turned over to 
the Department of Justice for con- 
sideration and that letters have 
been mailed out to the networks 
calling on them to justify others. 

The letter went to the Senate 
|commerce committee and to the 
| House anti-trust subcommittee. It 


| said FCC is studying the proposals 
ee tighter control of networks is- 

sued by both committees last year, 
as well as a similar series of sug- 
gestions submitted by a _ special 
study group under Dean Roscoe 
Barrow, of the University of Cin- 
| cinnati law school. 


|= While he did not indicate which 
|network practices were involved, 
jthe FCC chairman noted that the 
report of the Barrow committee 
had cited specific instances where 
networks seemed to violate the 
anti-trust laws or the FCC rules 
in their relationships with stations. 
Most of the instances cited in the 
Barrow report involved network 
policies which allegedly sought to 
influence the national spot rate 
charged by the affiliate. 

In his letter to the congressional 
groups, Chairman Doerfer also re- 
ported the commission’s staff is 
making progress on a new report 
devoted to practices of tv film syn- 
dicates. He said this portion of the 
tv study had been delayed by liti- 
gation but that the information re- 
quired by the staff has recently 
been submitted by the leading syn- 
dicators. + 


—_ 


Six Magazines 
Report Record Ad 
Revenues in 1957 


New York, Jan. 2—Six maga- 
zines this week reported record 
advertising revenue in 1957. 


e Newsweek has reported 1957 ad 
revenue at $22,870,000, an all-time 
high and a gain of $2,924,000 over 
1956. The magazine claimed “the 
largest advertising page gain in the 
news weekly field,” with a total 
of 3,350 pages, compared with 3,250 
in 1956. 


e McCall’s, with 4,047 advertising 
columns in 1957, realized a record 
$21,700,000 ad revenue for the year. 
In 1956, the previous record year, 
the comparable figures were 3,685 
columns and $17,304,222 in reve- 
nue. 


e Life International’s ad revenue 
totaled a record $2,860,441 during 
1957, an increase of some 10% over 
1956. Life en Espanol marked up 
a gross billing of $2,467,450 in 
1947, up 11% over 1956. 


e Scientific American billed $2,- 
401,218 in advertising in ’57, a gain 
of $422,056 over the 1956 income 
of $1,979,162. Total paid advertis- 
ing for 1957 was 1,290%4 pages, 
compared with 1,235-1/6 pages in 
1956. 


e Time International’s gross ad- 
vertising revenues for 1957 reached 
an alltime high of $8,275,000, up 
12% over the 1956 volume of $7,- 
387,500, the previous record. + 
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+ 0+8 + B+C + 948 + B+C + 948 + B+C + 94+H + Bt+C + D+E > B+C + 9+8 + B+C + O+8 


* O+8 + B+C 


o+8 + Bt+C 


... means 


Bertsch + 
Cooper 


...it also means 
Chicago's 
largest, complete 
typographic service 


facilities 


Type faces used are: 
Egyptian Expanded - Stymie Medium 


Nielsen Network TV 
Two Weeks Ending Nov. 23, 1957 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Rank Program 
1 General Motors 50th Anniversary Show (NBC) ............cccccccccccccesceseseees 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........c..ccccccccesseeseesseseenee 
| 3 Holiday in Las Vegas (Exquisite Form, NBC) .............cccccccccccscsseseesneseeeeeees 
4 Perry Como Show (Several sponsors, NBC) ..............ccccccccceseesesseveeeenenseneene 
5 Ed Sullivan Show (Mercury, Kodak, CBS) ...........ccccccccscesscseescesseneeeneeecenee 
6 FO SD Rr ee Cy GI iibnceceiehatescnctenttrsnnscansicesncicistintcs 
7 Steve Allen Show (Several sponsors, NBC) ..........cccccccsccsesccsseseesesesseeeeeeeeees 
8 Tales of Wells Fargo (American Tobacco, Buick, NBC) «00.0.0... 14,750 
9 Hove Gun, Will Travel (Whitehall, Lever, CBS) .........ccccccccccccccssneeeeeeseeeeees 14,502 
10 emma Timers Cmmrl Fy, CID ceenscsncettentcesncsnsenpnccccsnscnsoonnscsncvistse 14,502 
PROGRAM POPULARITY 
Homes 
Rank Program (%) 
1 General Motors 50th Anniversary Show (NBC) ........cccccccccccccscsesesseseseneseenenes 49.4 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........c.cccccscsesseecsesesenenees 45.5 
3 Holiday in Las Vegas (Exquisite Form, NBC) ........ccccccscssssscssseresensenenenees 43.0 
4 Perry Como Show (Several sponsors, NBC) 
5 Ed Sullivan Show (Mercury, Kodak, CBS) 
6 Steve Allen Show (Several sponsors, NBC) ........... 
7 Few Gad Ai Gemree GE. F, Bi, GRID cncessscnscsenssocsccssccescessccssscocessvesesscssose f 
8 Tales of Wells Fargo (American Tobacco, Buick, NBC) ................ccccccceceeeeees 37.2 
9 Have Gun, Will Travel (Whitehall, Lever, CBS) ...........ccccccccccccccceeseeseneeneeeee 36.6 
10 ena THD Re UII, IID Sec sdnniiccedacicienncsisiiieetcctnccscnsesnviciasinscsinennce 36.1 
Nielsen Average Audience** 
Rank Program 
1 Gunsmoke (Liggett & Myers, Sperry-Rond, CBS) 
2 Wem Ged A Geared GR. F. Tee, GID ccctinccccscsctcscsiccsosescvvcscccsescoccessosees | TABES 
3 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..............c0006 13,967 
4 Have Gun, Will Travel (Whitehall, Lever, CBS) ............ccccccccccccceeseeeeseeneee 13,843 
5 ey THIS GORORE FOR, CIID crcccesccssensesessccccessssecncesseves sstccevesveenece 
6 Perry Como Show (Several sponsors, NBC) 
7 Ford Show (NBC) ........0000 
8 Zane Grey Theater (General Foods, Ford, CBS) ...........ccc.cccccceseceseeesseeeees 12,731 
9 Wyatt Earp (General Mills, Procter & Gamble, ABC) 0.00.00... 12,648 
10 General Motors 50th Anniversary Show (NBC) ......c.ccccccccccccseresneee 12,442 
PROGRAM POPULARITY} 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...............ccccccccetseeecsseeee 43.4 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) oo...........ccccccccceseeeeee 35.2 
3 ey ee TD GE, Gi is Ge incecccncrectitnctstsscsrcnesssecceseccttcctasisconcies 35.1 
4 Have Gun, Will Travel (Whitehall, Lever, CBS) 200... occccccccccceeeeesneneeeee 35.0 
5 I NI MUO UN, CD ies nts cccnncscncssicnsessiccabiasbesoneubal 33.9 
6 Perry Como Show (Several sponsors, NBC) .............ccccccsccssessesseesceseenseeneenes 33.5 
7 PR RN CI iscoriisccracttah ca etenihdabsntheeieeasbaeibtadllateicosceieninndocnsonsakgeaganetniearsoiaien 32.6 
8 Zane Grey Theater (General Foods, Ford, CBS) ...............:.ccccccccsceeeseeseeeeeeeee 31.9 
9 Wyatt Earp (General Mills, Procter & Gamble, ABC) oo..0.00.0...ccccceees 31.9 
10 General Motors 50th Anniversary Show (NBC) ..........cccccccssssscreeeeeeesseneeeeene 31.0 


* Homes reached by all or any port of program, except for homes viewing only one to 
five minutes. 

** Homes reached during average minute of the program. 

+ Percented ratings are based on ty homes within reach of station facilities and by 
each program. 


Chicago vp of Westinghouse Broad- 
casting Co., which owns the radio be 


John Goodnow, Robert H. Andrews 


Trendex TV Ratings 


Hersten Is Winner in Minnesota Paints Boosts Two 
Detroit Ad Group's Contest Harold C. Hoialmen, advertising 
Harry M. Hersten, lithographer|and sales promotion manager of 
from Huntington Woods, Mich., was | Minnesota Paints Inc., Minneapolis, | 
awarded the best-of-show prize for | has been appointed assistant gen- | 
his entry in the ist Annual Color | eral sales manager, replacing A. L. 
Print Exhibition for Michigan pho-|Forsman. Mr. Hoialmen joined 
tographers sponsored by the Junior | Minnesota Paints in 1952 and be- 
Advertising Club of Detroit. Second came advertising and sales promo- 
place went to Mrs. Jane McIntyre, | tion manager in 1954. Succeeding 
an artist, and third prize was won|him as ad manager is Gerald J. 
by Arnold Jones, of the advertising | Hager, who has been assistant ad 
staff of the Michigan Blue Cross. | manager since he joined the com- 
Prize money was donated by | pany in 1954. 


agencies and printing companies. 
100 entries were received. Judges} WHDH Appoints Cheyne 


Dec. 1-7, 1957 | 
Fifteen Multi-station Cities 

Rank Program Rating 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ..........cccccccccsseeseeeessensenneene 33.6 

2 Lucille Ball-Desi Arnaz (Ford Motor Co., CBS) ..cccccccccccccccccccesssseveneereveennennennee 32.2 

3 Pacer Gitem GOOVENT Geer, TEED ccccestsccssccnsessiecscevsvsesecsesssscsscessscssocseveoces 31.5 

4 Person to Person (American Oil, Hamm beer, Time, CBS) ..................cc00000 27.8 

5 ene Ny EIU GUI itcieccoestettrenisensiisnciiasiiiamabeensininusccencccvenuteinisibasmisnanes 27.2 

6 a mee ee SE ee 27.0 

7 $64,000 Question (Revlon, Norelco, CBS) o.....cccccccccccsecescscccseereeeeeeeeseerseeeeees 27.0 

8 What's My Line (Sperry Rand, Helene Curtis, CBS) ...................ccccccccesceseeeseees 26.7 

9 emir TE GERI TURE, GD | eicetennctienctsrecbibenntiedciccctinintnernitstciinnsivans 26.4 

10 Fee aah A Gr Ge, Bi Teme, GI wets deers ecdtncdtenevenscnniniinrinstotcssasitnn 26.0 


| were Bob Eddy, art director of Ross 
| Roy Inc., Detroit; Michael Maxim, 
lart director of Denman & Baker 
|Ine., Detroit, and Warren W. Simp- 


ison, Detroit artist. 


Robert B. Cheyne, formerly vp 
in charge of sales of Allied Appli- 
ance Co., Boston, has been ap- 


pointed director of sales promotion 
of WHDH and WHDH-T\V, Boston. 


Advertising Age, January 6, 1958 


‘Steward’ Changes Name 
International Steward, a food ca- 
| terers trade monthly, has changed 
lits name to Executive Steward. The 
| publication is put out by Executive 
Stewards’ & Caterers’ Assn., Los 
Angeles, which has changed its 
name from International Stewards’ 
| & Caterers’ Assn. The name chang- 
les “reflect the high quality of 
membership found in this progres- 
sive national organization of own- 
ers and managers in all phases of 
the mass feeding and housing in- 
dustry,” according to ESCA. 


Expands Readership Study 

RALPH L. ATLASS, general manager of Every advertisement, two-thirds 
WIND, Chicago, has been named|of a page and larger, in Business 
Week, New York, during 1958 will 
“Starched.” This will be the 
tenth consecutive year the weekly 
has arranged for advertising read- 
ership surveys by Daniel Starch & 
Staff, John M. Holden, advertising 
director of the magazine, said. 


station. 


Ted Bates Boosts Seven 

Ted Bates & Co., New York, has 
elected Harold J. Saz and James) 
A. Benham vps and has named 


and Hugh J. Sebastian assistant/| SiMPSON-REILLY, LTD. 
vps. The agency also has promoted | lisher sentati 
Frank Taubes and Willard Benner | re nat Depress oe 
from copywriters to creative super- | : : 
visors. Mr. Saz has been business 
manager of the tv-radio depart- 
ment and Mr. Benham has been an 
account executive. 


< NCE 1928 


TV-TULSA covers 45 counties where .. . 


AUTOMOTIVE SALES TOTAL 
$314,275,000.00* 


Within the “fabulous 45” is Tulsa, 12th in auto 
sales in the U. S. and second in cars per capita. 
Auto sales in the 31 Oklahoma counties equal well 
over half of Oklahoma’s total . . . The half you 
can’t reach without TV-Tulsa. 


you get the fabulous 45.° tv. * 
ONLY |with ...7:? - 


*Sales Manaogement’s Survey 
of Buying Power, 1957 


gg agg teen aia Mea a SRE. ee Ere ere nets tates eT three So ee Ee ee a a ee 
je Re a ee Re Pine ee ee eee ee SS 5, eT Tagan 
* ws a iy iy i Pee ie Te, Sa eee yee Z Ba Sl Oy go ; ma : Ft wale Sigel ee ae Se ee EC a Ok oa, ciate Eo, Sah NR > acca See Se ho ee 
aie Von aa et ae pt i “re Aor mee ae ; en ee Te he Gee te er a a eC er Tes eke ee BB TT eee a cae era aan ee eer Re eo ae * 
ihe . es S ; ae eS : etic Peg Ben om: cr Ee rg mesa ies. oa Sie Leia REN ert n Sa aie, eaae 
\ . ; * ee be ees an =: 
BS te * 
a ° — 
et 
econ 
eae 
¥ - sf 
is | z 
a ; 
ss | 
ee ' 
vie - 4 
= | | 
i | 4 * 
a } , .. 
| a 
con | Hones ~~ 
shad ee 2 ae 
J Daa a | 
ox 2 oer a » re 
a ne a — ‘ 
ae pis ret! ; = 
"  _ ee ea 
i ef ge oe 
Aes Me ee See 
ais LES. brane 
ae ee ¢? 
io ee as = 
ae 
i ie 
ai 
is 
mae 
15 
ae AS 
er 
aes I 
ae 
Wizor 
aa i 
bts 
t 
P ee  ._O OODOL__— 
nee _— 
fe | (;j >" 
t \ 
eo 
a \\ y 
oe dS Vy, 
pee ee — a “4 
ene | » 
Bre / 
gee + te * — 
Rr 8 © rere o etal y 
i x — Tq ae S&, 
Gh ° ¢ | ." 
ae : | ! / v/.) 
a 3. a + a i, 7 
rare | - ws rf 
“= ° 2 5 fo $ 
‘ a ° | * a! . 
i ° © | { } <a 
x x | \ LG) 
7 ° 6@ 4 : . “ 
gaa 
ekg P | t = 
a. | ri i* 
bond | ~ : 
Sets 4 ¢ ; 
Me } § =; » 
“3 | & i eG 
7 3 : ; { 
, a 
| = — 
We Py 
; : 
ae | i 
nee | § 
fies -_ — 
La! * ' 
_ ——_—___—_— ee ee 
Pa <a , 
Pi " 
PO as 
a ; see ig alll 
aay , tj heey Pes 
> ae £ irr 
ee Bee = 
ae “ 
siete: i 
er 
eee 
; | 
ee ian 
i a 
“+ 4 - 
a . 
oes. > ARK 
% tea ‘ 
= ° . 
ey Zz < i‘, e 
e. | 4 **2e-4 op. 
Ss | 4 Shetty 
Om A 4 
~~ Po . Po 
— 
2 : 
i 
ay 
— 3 < Be 
PS is ae : pig = : c . Se ee ae . pa ; : ce es aol 3 r : Bt Pi big re, ee ra Se Seats ae a: oe se Ras ; Se ae 4 < 
ri x tae ot ea es ae oan - 5 a; e ae ae KS x Sait * a mera PF es =e se ae tg - % . > yee avila coe 
‘ F ae Ss ee ae sie | *, ‘chips Ps By aes Es 3 . ie je a : rl c" re a pe ey pom a ti Jee “th. Sh me ao ee “e ” ea; 
3 : = ti Fe 7 4 ie % Bs No ase pe Dee P eon: i A et nd a a ae ie. ee ope ie See RA ke ih ee oe aa a Oo (eee ees he. 
ay eT dee ome ig ee | : ees. awe. a ae ee i eee ue CMe oes es le eng Meher mes 3h oe 
PEE hee ae: oem pe oie sae a at eta ge. aiskeers ee ew oa Re eo ap Beh eee a hn i poe ; cee aa Loge 
o eee <> eS AE ce i eg 2 SE Ea re i me ee ee Sak rk rte oe ee Pg a a! OS ea So Rea RS peg ot Le 8 ee al ae ae? ade a2 ag 


Bailey 


Paimer 


Rhodes 


BRANCHING OUT—Peter Rhodes has been appointed managing direc- 
tor of Allardyce Palmer Europe, a Paris subsidiary being established 
by Alardyce Palmer Ltd., London. Mr. Rhodes, an American, was 
most recently an executive in Paris for James Jones & Co. Shown 
here with him are C. J. Bailey and Peter Palmer, joint managing 


directors of the 


London agency. 


NBC-TV's Refurbished “Tonight’ 
Prospers Again with Paar at Helm 


(Continued from Page 3) 
deo. But whether newcomers or 
established artists, the casual, flex- 
ible format and the happy audi- 
ence atmosphere of Mr. Paar’s “To- 
night” has a way of bringing out 
the best in many of them. 

In the offstage department, the 
network expedited station clear- 
ances through one simple measure: 
If an NBC station, because of fixed 
commitments or other considera- 
tions, turned down the show, it was 
offered to another station in the 
market. 


= Once the clearance problem was 
eased and the first audience re- 


begin to push hard for fall and 
winter business. The strongest sell- 
ing points: (1) A steadily expand- 
ing station lineup; (2) strong gains 
in share of audience rank in many 
markets; (3) a tv star who was 
willing to carry on “Tonight’s” per- 
sonal selling tradition and (4) good 
reviews. 

Always reluctant to jump on a 
comeback wagon, sponsors came in 
very slowly at first. Then sales 
picked up, with products like Sev- 
en-Up, Ipana and Bufferin joining 
the list. By November the network 
was clearing a little money on a 
time period that had been a sus- 
taining bog in July. 

At Christmastime “Tonight” was 
virtually sold out, as pre-holiday 
schedules were set for Webcor, 
Westclox, Tenday nail polish and 
Tintair, among others. 

The last count of the station line- 
up—it has been going up almost 
daily—showed a total of 93 stations 
carrying the show. The list includ- 
ed ABC or CBS affiliates in Boston, 
Cincinnati, Des Moines and Cleve- 
land. This lineup represents an all- 
time high for “Tonight.” 


# William Sargent, director of par- 
ticipating programs at NBC-TV, 
reports that “Tonight” is nearly 


50% sold out for the first quarter | 


of 1958. Biggest order for the peri- 
od came from Block Drug Co., 
which has ordered 234 participa- 
tions for four products for the 


new year. Polaroid Corp., an early | 


Paar supporter, is in for another 
run, starting Jan. 6. 

Most of the advertisers are buy- 
ing the full station lineup, which 
costs from approximately $6,000 
per minute participation for a 
small buy to approximately $4,000 
per minute for a large order. 

When business begins to really 
boom on a participation program 
of the “Tonight” variety, the net- 


work faces the problem of trying 
to tie in what it considers to be an 
acceptable volume of commercials 
without losing the viewers. Because 
of adverse reaction to sell-out peri- 
ods on the old Steve Allen “To- 
night” show, the network now 
offers only three network commer- 
cials each half hour. This means 
there are a total of six network 
positions for sale, since the last 
half hour of the show is used to 
repeat for the Midwest commer- 
cials seen in the East in the first 
half hour. 


= Added to the network’s three 


ports were in, the sales staff could | 


| : r 
|break time. It is a credit to Mr. 


commercial minutes per half hour 
are two minutes for local station 
use and 35 seconds for station 


Paar and his guests that they have 
been able to hold their audience in 
the face of so many breaks. 

This is particularly true during 
the 12:30 to 1 a.m., EST, portion 
of the show, when viewers in the 
East have a decided feeling of being 
jerked away from the proceedings 
as stations cut away—frequently to 
public service announcements— 
from commercials they carried 
during the earlier portion of the 
show. Not knowledgeable about 
such network necessities as Mid- 
west commercial repeats, the view- 
er is likely to feel shut out for no 
good reason, particularly if the 
“faded” commercials are live on a 
night when the show is going well. 

The network is aware of this 
annoyance but hasn’t figured out 
what to do about it. If enough 
viewers complain, NBC undoubted- 
ly will try to work out some kind 
of improvement. But these are 
minor headaches. The main prob- 
lem of finding a personality who 
can keep stations, sponsors and 
Stay-up-laters happy has been 
solved. + 


Milk Ad Assessment in 
Connecticut Is Set at 4¢ 


Dairy farmers contributing to 
Connecticut Milk for Health Inc., 
|a new advertising-promotion agen- 
|cy, will be assessed at the rate of 
4¢ per 100 lbs. of milk, according 
to Donald O. Hammerberg, state 
milk administrator. 

Milk for Health was established 
by the regular state legislative 
session this past year and is the 
first statewide agency through 
which all Connecticut dairy farm- 
ers can contribute for advertising 
and promoting their product. The 
funds will be collected by deduc- 
tions from milk checks starting in 
January. 


Texas Dailies Show 
10% Increase in 


Readership in Year 


Houston, Tex., Dec. 31—Reader- 
ship of metropolitan daily newspa- 
pers in Texas increased 10% dur-| 
ing 1957, the Texas Daily Newspa- | 
per Assn. reported. 

Sunday readership showed an) 
even greater increase, according to | 
John H. Murphy, executive director | 
of the association. 

The report is based on studies 
which included interviews with 
15,000 housewives in 13 major Tex- 
as cities, plus Shreveport, La. 

Newspapers reach 92% of fam- 
ilies who own homes in nine of the 
cities, according to completed tab- 
ulations. The dailies also reach 
84% of families who rent their 
homes; 98% of families with in- 
comes over $5,000 and 84% of fam- 
ilies with incomes under $5,000. 

In those nine cities where tab- 
ulations are complete, Mr. Mur- 
phy reported, 80% of the daily 
newspaper audience is adult and 
about 20% under 18. 

The cities included in the survey 
are Houston, Dallas, San Antonio, 
Fort Worth, Corpus Christi, Austin, 
Waco, Port Arthur, Victoria, Abi- 
lene, Big Spring, Marshall, San An- 
gelo and Shreveport. The complete 
report will be ready in January, 
Mr. Murphy said. + 


Coleman Appoints Miller 

James E. Miller has been named 
assistant ad manager of Coleman 
Co., Wichita manufacturer of out- 
door appliances and home heating 
and air conditioning equipment, 
succeeding Arthur W. Boyer, who 
has retired. Mr. Miller, who joined 
the Coleman advertising depart- 
ment in 1952, will have charge of 
all Coleman outing products ad- 
vertising and sales promotion in 
his new position. 


Gibney & Barreca Gains Three 

Gibney & Barreca Advertising 
Agency, Springfield, Mas:. has) 
been appointed to handle adver- | 
tising for three companies: Holy- 
oke Card & Paper Co., Springfield 
paper stock producer; R. E. Phelon 
Co., Springfield fly-wheel magne- 
tos manufacturer, and Treadway 
Inns Inc., New England hotel 
chain. 


EFFECTIVE JANUARY 1, 1958 


Roche, Williams & Cleary, Inc. 


and 


United States Advertising Corporation 


have now become 


ROCHE, RICKEIRD 
& CLEARY, INCo 
135 South La Salle St., Chicago 3 


Roche, Rickerd & Cleary, Inc. is more than 
a consolidation of two long-established, 
well-regarded advertising agencies. The 
immediate benefits will be expanded facili- 
ties and service to our present and future 
clients with fresh new viewpoints on ad- 
vertising and marketing. 


Serving these clients 


Chicago, Milwaukee, St. Paul and Pacific Railroad + Wilson 
& Co.: Ideal Dog Food; B-V Meat Extract; Poultry, Dairy, 
Refining - Seng Furniture Hardware - Wilson Laboratories, 
Pharmaceuticals - Thor Power Tools - 
Biscuit Co. + Sexton Quality Foods - Sno-Bol Bathroom 
Cleaner + Brink's, Incorporated + Sanford Ink Co. + Sealed 
Power Motor Parts - Ostermoor Mattresses - Little Bo-Peep 
Ammonia + Straub’s Lake Shore Honey - Kohler of Kohler - 
Monon Railroad - 
China Food Products - 
Wilson Sporting Goods Co. +» Nadinola Complexion Aids - 
Stewart's Private Blend Coffee + Shaler Company 
White Bleach - 
American Hammered Piston Rings - Diamond T Trucks - 


Schulze & Burch 


Hardware Mutuals, Insurance +« Great 


Arvin Products for the Home .- 


- Fleecy 
National Concrete Masonry Association + 


Marquette Cement Manufacturing Co. 


“What! I'm Missing 
40% of the Market?” 


Answered by John Pepper 
and Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


QUESTION: Why am I missing over 40% of the 
Memphis market, and how can I best advertise to 
reach—and sell—this market? 


Mr. Pepper: You may well have been missing over 40% 
of the Memphis market—the N in the Memphis 
trading area—if you haven't realized that this market 
can be sold effectively, as a unit, through one medium 
and one medium alone. IA. 


Mr. Ferguson: Low Negro newspa 
/ Ba \\ and magazine readership and the low 
om percentage of television ownership 
\ among Negroes mean that the N 
cannot be reached effectively with 
/ \\ these media. WDIA, the first radio sta- 
“\ tion in this area to broadcast for Ne- 
/ \ s only, programs exclusively to 
e Negro. And in its coverage, 
reaches 1,237,686 Negroes—over one- 
tenth of the Negro population of the 
United States! 


Mr. r: WDIA has the Memphis Negroes’ loyalty, 
— it has ~ Fa a Within one year after its 
change to exc ve Negro a, 

WDIA jumped to first position in overa 

audience in every rated time period. It a 

has maintained top bracket ranking in 

Memphis year after year ever since. 

Mr. Fe : Memphis Megrees consider 

WDIA ir station. Its all-Negro staff 

entertains for the Negro alone, and exerts an unmatched 
personal appeal to command his unswerving loyalty! 


He buys the products advertised on his station. 


Mr. Pepper: The Negro has become a vital factor in the 
Memphis area’s booming economy. He is buying more 
consumer goods. 


Mr. Ferguson: He is buying more because he has 
a higher comparable income than Negroes in any other 
area in the whole country! According to 

a 129-city survey by one of the country’s 

largest corporations, Memphis ranks 

in ratio of total Negro to total white in- 

come. In Memphis, there is $28.79 of Negro 

income for every $100 of white income. 

Compare this with $6.59 for every $100 

Ne-s York .. . $8.72 for every $100 in 

Philadelphia! 


Mr. Peuger: And last year, with total earnings of $616,- 
294,100, oes in the Memphis market spent, on the 
average, 80% of this income on consumer goods. by ed 
buy 63.8% of all the flour sold in Memphis... %o of 
the shortening . . . 45.6% of the women’s shoes! 


Mr. Ferguson: WDIA delivers this portion of the Mem- 
phis trading area to you as a unit! It’s a ready-made 
audience, and a ready-made market. 


Mr. Pepper: With the only 50,000 watt transmitter in the 
area, WDIA couples power and coverage to deliver 
hard-hitting sales penetration to this mass market. 


Mr. Ferguson: WDIA consistently carries a larger num- 
ber of national advertisers than any 
other radio station in Memphis. 
Its high-powered salesmanship has 
rolled up high volume sales and prof- 
its for scores of such national ad- 
vertisers as Procter and Gamble, 
Nabisco, General Foods and Ford! 


Mr. Pepper: Write us today and tell 

us about the product you want to 

sell. WDIA’s unmatched combination 

of personal appeal and hard-hitting salesmanship can 
mean increased sales for you! 


Mr. Ferguson: Let us show you how WDIA can deliver 
—as a unit—the —— oe market you've been missing! 
WDIA is represen nationally John E. Pearson 


Company. 
Commercial Manager, Harold F. Walker 
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YOUNG &© RUBICAM,”” 
Advertisin Iq 


NEW YORK + CHICAGO - DETROIT - SAN FRANCISCO - LOS ANGELES « HOLLYWOOD - MONTREAL « TORONTO 


LONDON + MEXICO CITY - FRANKFURT - SAN JUAN + CARACAS 
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This is Caesar’s wife. 
She is above suspicion. 


Let us not forget that advertising, in addition to its responsibility 
for selling goods, also has a public responsibility. 


Both responsibilities are met best only when advertising, as 
Caesar’s wife, is of unquestioned integrity. 
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